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Handsome new Strand nine-foot-wide door stresses horizontal lines 
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YOU'LL LIKE THIS NEW ALL-STEEL DOOR ... 
AT THE LOWEST INSTALLED COST IN AMERICA! 


FULL 9-FT. WIDTH accommodates today’s 
wider cars. Horizontal lines add beauty 
to the garage. 


THE STRENGTH AND DURABILITY OF 
STEEL . . . that can’t warp, sag, rot, or 
shrink, assure easy operation for a life- 
time. GALVANNEALED for rust pro- 
tection and clinging base for paint—no 
prime coat needed. You get an enthusi- 


astic Owner every time you install a 
STRAND Door. 


SAVE ON FIRST COST . . . STRAND’S 
low first cost is the result of standardiza- 
tion on manufacture of 5 models, and 
large-scale production concentrated in 


Li) | 
AGE DOO 


one plant. STRAND is America’s great- 
est garage door value. 


SAVE ON INSTALLATION COST... Low 
installation cost is the result of the one- 
piece door leaf and factory-assembled 
hardware. Ordinary tools used for in- 
stallation and adjustments . . . no special 
tools needed. STRAND is the easiest of 
all doors to install. 


AVAILABLE in these types and sizes: 
8’ x 7’ Receding (track) and Canopy; 
9’ x 7’ Receding (track) and Canopy; 
16’ x 7’ Receding (track) only. Order 
from your jobber, or mail coupon for 
information and jobber’s name. 


See Strand Exhibit—Booth 74 at NAHB Con- 
vention, Stevens Hotel, Chicago, Jan. 20-24. 
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WASHINGTON REPORT 





The Whodunit Congress, after staging 134 sepa- 
rate investigations, putting 11,780,000 words 
into the Congressional Record, and appropriat- 
ing ninety-five billion dollars, has quit and gone 
home. Did somebody say it’s about time? Well. 
the Washington comment is more soberly ana- 
lytical than that. 


The House said it wouldn’t take the conferees’ 
mock-up of the tax bill; but it did with a few 
unimportant changes that were put in for face- 
saving purposes. A hard drive by Administra- 
tion leaders, plus the threat of a special ses- 
sion unless a tax bill got passed, did the busi- 
ness. 


The coalition that sent the bill back to conference 
was a curious group; conservatives who 
thought the rates were too high and liberals 
who thought they were too low. That’s one for 
the book. Rather characteristic of a Congress 
in which party discipline, on both sides of the 
aisle, has had its numerous odd moments. 


That little revolt in the House had more back of 
it than some few disagreements over tax rates. 
For instance, there are young lawmakers, Re- 
publicans and Democrats but in no sense a 
coalition, who are getting tired of the cynical 
performances on the Hill. 


Those appropriations; the biggest ever made in 
peace times and exceeded by the spending of 
but three war-time Congresses. The tax load; 
increased by sixteen billions a year, since the 
Korean trouble started. The frustrations suf- 
fered in trying to reduce the cost of civilian 
government. Those Internal Revenue Bureau 
revelations. 


These younger legislators don’t want to tell their 
constituents that taxes will continue to go up 
while little is done to reduce Federal costs. So, 
unless there is a full-scale global war, this may 
be the last tax bill for quite a spell. 


Preparedness costs, without the big league war, 
should pass the peak in a year or two. During 
that period there may have to be some deficit 
spending, with its inflation pressures. But some 
Congressmen can see no way to stop the leaks 
in civilian expenditures except by refusing to 
increase taxes. Better watch those young Rep- 
resentatives. They’re important. 


Some sober business-political comment of an un- 
usual sort, in the capital: “The two-party sys- 
tem, the strength of free government and the 
training ground of a public spirited electorate, 
is coming unstuck. 


“Political leaders with no sense of responsibility 
for principles but who fight like hungry roost- 
ers for the spoils of office are making stay-at- 
home voters of young citizens. Voter apathy is 


a top danger to free government. This country ° 


has the sorriest voting record of any free coun- 
try in the world. 
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“The important part of a man’s business is what 
he does personally about local political educa- 
tion and public service. If he doesn’t do a man- 
size job in that field, the chances are that 
within an all too short a time he may not have 
any business. At least not one he can recog- 
nize.” 


It doesn’t sound like the Washington you thought 
you knew, does it? Well, it’s an aspect of anxi- 
ety and responsibility that doesn’t do much 
showing off; but it’s here, and you can be glad 
it is. One Washingtonian remarked to this page, 
“It’s the most important story you can send out 
from Foggy Bottom.” ... 

Well, a few things that bounce off the roof of our 
industry’s kitchen: 


The Rules Committee decided not to send the Ad- 
ministration’s bill, modifying the Capehart and 
Herlong amendments, to the floor; not this ses- 
sion. That means the OPS is stuck with them. 
The agency apparently hopes for some face- 
lifting, come the next session. 


However, far as this page can make out, the OPS 
isn’t fixing to lose the things, some dark night, 
without benefit of amendatory legislation. It'll 
do something or other about putting them to 
work. Meanwhile OPS got some unexpected, if 
slightly embarrassing, help in other places. A 
lot of prices, including a good many in this in- 
dustry, are staying below the ceilings without 
any regulatory compulsions. 


The big effort to coax more building materials out 
of Uncle’s storehouse seems to be getting made 
in behalf of schools and of commercial con- 
struction. The schools need those buildings and 
seem to have had the supply rug jerked from 
under them. But their troubles lose nothing in 
the telling. Never underestimate the pressure 
potency of the Office of Education! 


Light-construction people, as of now, get along 
pretty well. By doing a bit of redesigning, they 
make out. May have some trouble the first half 
of ’52; but ’51 is turning in a good card. 


New permanent non-farm dwelling units started 
during the first nine months of this year, ac- 
cording to the BLS, numbered 852,000. Sure, 
you’ve known those figures for a couple of 
weeks; but they’re worth brooding over. 


That’s as many houses as the most optimistic of 
the government men allowed us for the entire 
year; and some pessimists in our own ranks 
said we’d do well to build may half that many 
or at the most 600,000. 


The September figures, the most recent at this 
writing, were 91,000. That’s an increase of seven 
percent or so as compared with August; which 
is of course a reversal of the normal trend of 
the season. The third quarter dropped but 
slightly below the second, although by that 
time Regulation X commitments had practic- 
ally disappeared. 








ENAMELS...in colors and clear! 


NEW... An entirely re-formulated enamel that assures 


perfect results and a smooth gleaming paint job every time! 


NEW... Anew can featuring a better spray head. Just 
press the button and spray away — anyone can do it... 
truly PUSH BUTTON PAINTING. 


NEW ....A modern design can that is easy to grip for 


AND AT THE SAME OLD LOW PRICES... Hereis spray painting ... will not tip over easily... and is attractive 
another progressive step by SHEFFIELD! QUIK-SPRAY has enjoyed becquse of its size! 


sensational successes in stores everywhere ...now improved as it is, 

it should be even greater! FEATURE it... and watch your profits Sheffield QUIK-SPRAY means extra volume and extra prot- 
zoom up! A full range of colors, as well as ALUMINUM and CLEAR ts at Christmas time. Its fine spray is perfect for decorat- 
transparent finish. FREE COUNTER CARDS AND NEWSPAPER MATS _ ing trees and ornaments, in addition to its use around the 
to help you sell more. ORDER YOUR ASSORTMENT NOW! house as a spray enam 
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PIN THAT DOES THE ENTIRE JOB 


Now... the new and improved SUPER-KROME, even better than ever 
before! Featuring an ADDED OIL LENGTH... the NEW SUPER-KROME 
needs no oil added... even for priming! More than ever before... it 
is the one aluminum paint that does the entire job... covering wood... 
brick or metal surfaces with one coat! Interior or exterior... the NEW 
Super-Krome leaves a brilliant aluminum finish that lasts and lasts. 
Flows on satin smooth...NEW Super-Krome is ready mixed... and 
fills the bill every time. A great value... the fastest selling aluminum 
ah a paint in hardware and paint stores everywhere. 
Good Housekeeping For further details...descriptive folders and advertising sales helps... 
a ; write today 10 woe 
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NEWS BRIEFS 


House construction is on the up-grade—and the way we hear 
it now lumber manufacturers look for a firm upturn in prices—and 


perhaps before long, too. ee 


Some extra starts in September are accounted for by the 
hustle to get in ahead of the NPA regulations announced for Oc- 
tober 1. Then Congress had slacked off the credit terms for 
low-cost housing; and there was an unexpectedly large supply of 
money available in the mortgage market. 


The upturn in housing starts in September, as the NRLDA 
points out, probably means that the defense and housing people 
will be giving this industry the hard eye; to see that we don’t get 
away with more building materials than we should. 


* * * 


No matter what other explanations there may be, the fact 
remains that the industry built a lot of houses because the custo- 
mers wanted a lot of houses. A million or more nonfarm dwelling 
units this year. The usual guess is for 800,000 next year. Too soon 
for such guesses; but that figure looks a thought conservative. 


* % ca 


Light construction put on an enforced valor, this year, and 
fought it out with price, wage and credit controls. Just to make it 
good, our masters added an assortment of construction controls. 
Well, there’s that million houses. The boys seem not so badly hurt, 


so far. 
* * * 


One curious news note, in the light, or the dark, of all the 
moanin’ and groanin’, is the fact that at the moment there seems 
to be a little surplus of flat carbon steel! 


* * * 


In the handsome booklet prepared by the NRLDA for the 
recent Board of Directors meeting, there’s an eight-page section of 
questions and answers for retail lumber dealers in regard to con- 
trolled materials, product ratings, inventory replacements, con- 
struction limitations, and wage and salary stabilization. 


* % * 


These fifty-seven questions and answers are clear and authori- 
tative; probably the best available in the industry. 


* 2 * 


Note the ten-point program in this booklet; urged upon the 
Federal government by the NRLDA in the interests of economic 
stability and a reasonable construction volume: 


* * * 


Eliminate all unnecessary non-defense expenditures. Dis- 
tribute the tax burden equally over all branches of business and 
industry. Restore the basing point system to promote a free and 
even flow of goods. Expand production of critical material as 
rapidly as possible. Allocate to construction a fair and reasonable 
Share of available critical materials. Eliminate restrictions of 
materials in private construction as fast as supplies will permit. 
Maintain a Federal fiscal policy which will make available an 
ample supply of mortgage money. Relax credit restrictions as 
fast as increased production will permit. Retain the principle 
of flexible pricing at the retail level which permits traditional 
mark-ups over landed cost of goods. Apply wage controls equita- 
bly to all branches of industry. 
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A. J. JORDEN, Jorden Millwork com- 
pany, Sioux Falls, S. D., new president 
of the Woodwork Jobbers Service Bu- 
reau. 


Woodwork Jobbers Hear 


Retailers—Manufacturers 


The convention of the Wood- 
work Jobbers Service Bureau in 
Chicago October 10-12 pre- 
sented some interesting innova- 
tions. Instead of confining the 
program to items of exclusive 
interest to jobbers, both retail- 
ers and manufacturers were 
invited to participate in the 
program. 

On the opening day the sub- 
ject of “How to Keep Wood 
Windows ‘on the Map’” was ex- 
tensively explored. 

Homer Prakel, well known 
retailer, the.Geo. H. Worch 
Company, Versailles, Ohio, de- 
scribed in detail his unusually 
successful efforts over several 
years in promoting wood win- 
dow sales. 

He was questioned by a panel 
of jobbers and manufacturers, 
including Ross D. Scamhorn, 
president, and Ormie Lance, 
secretary, National Woodwork 
Manufacturers’ Association; A. 
J. Jordan, Jordan Millwork, 
Sioux Falls, S. D., Carl Horn, 
president of the Association, 
Ralph Pauley of the Dayton 
Sash & Door Company, F. E. 
Bissell of Carr, Adams & Col- 
lier Company and Adolph 
Pfund, secretary, and D. G. 
Pilkington of the Wood Win- 
dow Program. 

This integration of thinking 


9 





ADOLPH PFUND, secretary of Wood Jobbers Service Bureau, Carl Horn, retir- 
ing president, Ormie Lance, secretary, National Woodwork Manufacturers’ Asso- 
ciation, and F. W. Turner, who spoke at the Service Bureau’s annual meeting on 
the subject of Wage Salary Regulation. 


and merchandising on the part 
of manufacturers, whole- 
salers and dealers is one of the 
most constructive trends the 
industry has taken in years. 

On the second day, excellent 
papers were presented by John 
O’Hare Harte, “The Plans of 
the Fir Door Institute’; by 
Ormie Lance, “The Outlook for 
Millwork Sales”; by Ken Wil- 
son of American Window Glass 
Co., “The Window Glass Situa- 
tion”; and by C. C. Stibeck, of 
Tarter, Webster, and Johnson, 
“The Moulding Outlook.” 

Chas. W. Price, Chicago at- 
torney, discussed the exasper- 
ating problem of secondary 
boycotts in connection with the 
sale of pre-glazed sash in cer- 
tain markets. 

Clifford T. Melander, man- 
ager Atlantic Millwork Insti- 
tute, conducted a panel on 
Government relations during 
which Norman O. Cruver, Glen 
Converse of OPS and Stanley 
H. Ferguson, Chief of Priori- 
ties, Lumber and Products Div., 
of NPA, subjected themselves 
to lively questioning by the au- 
dience. 

Frederick W. Turner, Jr., 
general counsel for the Em- 
ployers Assn. of Chicago cov- 
ered the subject of Wage Salary 
Regulation during the last 
afternoon program, the second 
speaker being Robert F. Hur- 
leigh of the Chicago Tribune. 

In summarizing the meeting, 
A. A. Hood, editor, American 
Lumberman, stated that the 
convention had established the 
following points (1) that in 
spite of inflationary trends an 
aggressive selling job is needed 
to maintain the competitive po- 
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sition of woodwork in _ the 
consumer market (2) that in- 
creased investments by manu- 
facturers, wholesalers and 
dealers in advertising, promo- 
tion and sales training will be 
necessary in 1952 to maintain 


this year’s sales volume (3) 


that indicated percentage of 
sales to be invested in adver- 
tising and sales promotion were 
up to 3% by manufacturer, up 
to 1% by wholesalers and up 
to 2% by retailers and (4) that 
the job of management in the 
remaining defense period would 
be to maintain the velocity, im- 
petus and momentum of this in- 
dustry’s sales and profits. 

A. J. Jordan, Jr., was elected 
president for the coming year; 
Wm. C. A. Costello, J. R. 
Quigley Co., Gloucester City, 
N. J., was named vice president, 
Phil S. Hill and Adolph Pfund 
were reelected treasurer and 
secretary. 


Urban House Starts: Month 
by Month Comparison 


eee 78,700 
Feb. 80,600.......... 82,900 
Mar. 93,800.......... 117,300 
Apr. 96,200.......... 133,400 
May 101,000.......... 149,100 
June 132,500.......... 144,300 
July 86,000.......... 144,400 
a! re 141,900 
mept. SL000.......i8: 120,600 


In the Market Centers 


SEAT T L E—There is not 
much change in the overall 
market picture but some strong 
points contradict the general 
assumption that business is 
slow. 


For example transit cars are 
snapped up and then left alone 
in alternate booms indicating 
that somewhere stocks are low, | 
And one comment here is that 
“it is amazing how strong the’ 
market is for this time of the 
year.” The lumber buyer algo’ 
finds cutting very strong and 
specified dimension is hard to” 
get and when found may com. 
mand higher prices. Boards, 
too, are a little stronger than 
two weeks ago due to govern. © 
ment purchases, 


Prices are steady with minor 
changes. Cedar siding figures ~ 
are soft and the market is level- 
ing off. Shingles are weak with © 
some items 25 cents off a fort-~ 
night ago. 


Inventory of logs as of Oc. | 
tober 1st reveals a satisfactory 
supply considering the long 
closures due to fire weather last 
summer and early fall. Puget 
Sound reported 84 million feet 
less than a year ago and Colum- 
es River had 54 million feet 
ess. 


TACOMA — Most mills are 
operating at capacity, taking 
full advantage of favorable 
weather and adequate log sup- 
plies to meet current order de- 
mands and also build up inven- 
tories against future require- 
ments. This latter promises to 
become increasingly important 
later in the season as mills be- 
gin to feel the effect of logging 
operations that were drastic- 
ally curtailed due to a pro- 
longed period of forest fire 
hazard. Other operators have 
taken full advantage of the 
weather to complete plant ex- 
pansion and remodeling. 
Among these are the Puget 
Sound Plywood Company which 
expects to move into a new 
storage warehouse the latter 
part of this month. The build- 
ing is 100 by 200 feet in size 
of wood truss type construction 
with a concrete floor. It will be 
used to store green veneers as 
well as finished products. There 
is still considerable interest in 
sales of publicly owned timber 
with quite a scramble of bid- 
ders for well located parcels. 
One sale this month found the 
Northwest Door Company of 
Tacoma outbidding the Long- 
Bell Lumber Company of Long- 
view and the V-M Timber Com- 
pany of Vancouver, Wash., for 
520 acres of timberland about 
28 miles northeast of Wood- 
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You should have the 
information 
contained in the 
booklet “Keystone 
System’~ write 

for a copy. 
Keymesh is made in 
convenient size rolls. 


























The Keystone System of Stucco Application 
is the modern way of getting all of the ad- 
vantages and none of the disadvantages of 
stucco construction. 


It’s a solution to some of today’s 
big building problems 


Structurally, economically, and from the 
standpoint of design, the Keystone System 
of Stucco Application is worthy of serious 
and detailed consideration by anyone con- 
cerned with residential or commercial build- 
ing or remodelling. 


It’s a way to reduce costs 


When using the Keystone System, material 
and labor costs compare very favorably with 
any other acceptable type of construction. 


Just check the figures; you'll be amazed. 


It’s a way to assure modern, 
attractive exteriors 


Consumer surveys prove that the designs 
preferred by a large majority of home buy- 
ers and builders are adaptable to Keymesh 
reinforced stucco. (Details of survey fur- 
nished on request.) 


It’s a way to assure durability 


Unlike the stucco of the “roaring 20’s”, Key- 
mesh reinforced portland cement stucco is a 
sturdy, long-lasting material which, when 
properly applied on a structurally sound 
building, will last the life of the building— 
will retain its attractive appearance with very 
little maintenance attention. 


Write for complete information about Keymesh reinforcing. 


Keystone Steel & Wire Company Peoria 7, Illinois 
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land, Wash. Northwest’s bid 
was $795,700, which was nearly 
50 percent above the state ap- 
praisal figure of $537,675. The 
state public service commission 
has approved a rate increase 
for western Washington log 
haulers. The increases average 
18 percent and vary according 
to the type of roads over which 
the log trucks travel. 
KANSAS CITY —The con- 
tinued firmness in the South- 
western lumber market was 
credited to buying from retail- 
ers, on a limited scale, and from 


manufacturers and contractors 
in defense work. A great deal 
of common lumber has gone 
into stockpiling for defense 
plants and to be used for 
crating purposes. 

The demand for yellow pine 
has not been particularly good, 
but it was the combination of 
the two factors plus bad pro- 
ducing weather that provided 


the market with sufficient price © 


strength to boost values about 
$2 a thousand on the average 
in the last two weeks. In all, 
the market is up $5 to $10 a 
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The speed-up of work— 
release of man power 
for other jobs — the re- 
duction of handling op- 
erations show at punch- 
ing-out time that the 
Fork LIFTRUK_ has 
earned a sizable profit 
for the yard — savings 
up to 75% are not un- 
common. 


Heavy-duty 
LIFTRUK 


available in 
5-72-10 ton' 
capacities. 
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ue — and at a profit to the yard 


Unloads lumber, sorts 
it for species and 
length — stacks the 
lumber in unitized 
bundles in piling yard. 
Stacks them high — 
increasing capacity 


of existing storage area. 


Moves air dried stacks on 

to kiln cars. Moves the 
finished products, loading-out 
on trucks or cars — with 


no time out for coffee. 


r RUK 
wete 


SILENT HOIST & CRANE CO. 


Pioneers of Heavy Duty Materials Handling Equipment 
860 63rd STREET, BROOKLYN 20, N. Y. 








thousand in the last six weeks 
on a number of items. 

Mills report that boards, 
notably No. 2 6-inch and 8-inch 
stock are very scarce and that 
the latter has sold up to $90 
a thousand, for the first time 
since January. 

Dimension stock is bringing 
$80 for 2 by 4’s, for air-dryed 
as well as kiln-dryed. The 2 by 
6’s are commanding $83 and the 
2 by 8’s, $85. 

Reports to mill headquarters 
here of a number of the larger 
southern operators indicate 
that mills have been unable to 
build up any surplus of logs 
for the winter months. Crews 
have been unable to get into the 
interior on account of the mud. 

The type of business many of 
the large mills are getting is 
creating some hardship in op- 
erations because virtually all 
the orders are for mixed cars 
that demand immediate ship- 
ment. 

Generally speaking, mills did 
not build up any inventory of 
consequence during the sum- 
mer. Retailers, on the other 
hand, were not inclined to buy 
ahead on account of assured 
ceilings and the belief that the 
construction program ahead 
was not such that too much 
lumber would be required. 

The temporary rush is wel- 
comed by those mills which also 
have operations on the West 
Coast, because it is taking up 
some of the slack. 


Lumber—National 


Lumber shipments of 490 
mills reporting to the National 
Lumber Trade Barometer were 
6.9 percent below production 
for the week ending October 13, 
1951. In the same week new 
orders of these mills were 2.6 
percent below production. Un- 
filled orders of the reporting 
mills amounted to 45 percent of 
stocks. For the reporting soft- 
wood mills, unfilled orders were 
equivalent to 25 days’ produc- 
tion at the current rate, and 
gross stocks were equivalent to 
52 days’ production. 

For the year-to-date, ship- 
ments of reporting identical 
mills were 0.3 percent below 
production; orders were 2.3 
percent below production. 

Compared to the average 
corresponding week of 1935- 
1939, production of reporting 
mills was 63.4 percent above; 
shipments were 58.3 percent 
above; orders were 68.5 percent 
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INZUA 


HAS THE QUALIT 





It is man- 
ufactured by 
a concern that is planning for perma- 
nent operation — and is therefore in- 
terested in your long-run satisfaction. 






Ask any buyer who knows — and he will tell you 
that Kinzua Pine is always a dependable lumber 
to buy. 

















Kinzua is an organization with a reputation for 
satisfaction. When better. Ponderosa Pine lum- 
ber is produced, Kinzua will be producing it — | 
just as it pioneered 100%, kiln drying direct from -—_reailly get behind and me | 
the saw, 100% storage and loading under cover (8 chreaedis SE Se | 
and many other refinements. | 


For finest Kiln Dried 
Pine, always specify 
Kinzua. 


KINZUA PINE MILLS CO. 


La Aly Wwaed d-icte} 


MEMBER NATIONAL 
WOODWORK MFRS. 
ASSN. INC. 


MEMBER WESTERN 
PINE ASSOCIATION 


BuILpING Propucts MERCHANDISER 


above. Compared to the corre- 
sponding week in 1950, produc- 
tion of reporting mills was 8.0 
percent below; shipments were 
18.3 percent below; and new 
orders were 4.1 percent above. 


West Coast 


For the first time this year 
Douglas fir sawmills felt the 
pinch of a freight car shortage 
during the latter part of Sep- 
tember. 

Lack of cars accounted for a 
drop off of about 2,500 cars of 
lumber shipped in September 


below August totals, Harris E. 
Smith, secretary of the West 
Coast Lumbermen’s Associa- 
tion, reported. 

Smith said the shortage was 
felt mostly in Oregon and 
Northern California where 
mills reported receiving at 
times only half their require- 
ments. Supply is better now 
in both regions, although only 
about 80% of normal. 

Despite this late season car 
shortage, Smith reports that 
mills in the Douglas fir region 
have shipped over 300 million 
more feet of lumber during the 
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With the new I-XL kitchen planning folder, you or your customer can easily lay out 
a modern, well-styled, efficient kitchen — in any of 4 beautiful colors, white enamel, 
or natural Birch — to fit any floor area. Result: You make more kitchen job sales, 
because you are always able quickly to demonstrate to your customer how readily 
1-XL built-in kitchen units adapt to his or her specific requirements. 


I-XL Kitchen Units Sell on Value 


Think how these sales points will appeal to your customers — eye pleas- 
ing color — french blue, citron yellow, willow green, sandalwood or 
white enamel or natural Birch finish, 100% kiln dried hardwood, prop- 
erly nailed, screwed and glue blocked, all cabinets sealed against mois- 
ture, latest style flush ends, center drawer bearers for easy opening, 
factory finished, ready to install. 130 patterns to select from, packaged 
units or complete kitchens, choice of Formica or linoleum covered 
sink and counter tops. I-XL leads the field in value. 


Rete} 
AT THESE 


MERITS 








Write now for your copy of the new I-XL Kitchen Planning Folder. 


THE I-XL FURNITURE CO., INC. 


Dept. 111-A, Goshen, Indiana 





first 39 weeks of 1951 than dur. 
ing the same period in 1950 
when all records for the region 
were broken. Production too, is 
maintaining a 580 million foot 
lead over last year’s record 
breaking. output. 

The weekly average of West 
Coast lumber production in 
September was 208,761,000 bf, 
or 116.1% of the 1946-1950 
average. Orders averaged 202,- 
500,000 b.f.; Shipments 200,- 
993,000 b.f.; Weekly averages 
for August were: Production 
221,781,000 b.f. (123.4% of the 
1946-1950 average); Orders 
195,365,000 b.f.; Shipments 
208,212,000 b.f. 

Thirty-nine weeks of 1951 
cumulative production 8,465,- 
686,000 b.f.; Thirty-nine weeks 
of 1950, 17,878,654,000  b.f.; 
Thirty-nine weeks of 1949, 7,- 
277,897,000 b.f. 

Orders for Thirty-nine weeks 
of 1951 breakdown as follows: 
Rail & Truck 5,466,861,000 b.f.; 
Domestic Cargo 1,534,052,000 
b.f.; Export 494,840,000 b.f.; 
Local 502,600,000 b.f. 

The Industry’s unfilled order 
file stood at 539,514,000 b.f. at 
the end of September, Gross 
Stocks at 919,258,000 b.f. 


Western Pine 


Production of Western Pine 
and allied woods by the 102 
mills reporting to the Western 
Pine Association for the week 
ending October 13, 1951, totaled 
77,802,000 feet as compared to 
88,640,000 feet produced by the 
same mills last year for the 
corresponding period. Ship- 
ments during the week ran toa 
total of 67,008,000 feet as com- 
pared to 89,790,000 feet for last 
year. Orders received during 
the week amounted to 64,298,- 
000 feet. A year ago orders 
totaled 72,649,000 feet. For the 
week shipments ran 13.9 per- 
cent below production and 
orders were 17.4 percent below 
production. Unfilled orders at 
the week’s end stood at 203,- 
844,000 feet while gross stocks 
amounted to 777,507,000 feet. 


Southern Pine 


The 116 mills reporting to the 
Southern Pine Association for 
the week ending October 13, 
1951, produced a total of 18,- 
187,000 feet of Southern Pine. 
This was 6.86 percent below the 
three year average. Shipments 
for the week totaled 19,083,000 
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bring 
‘increased business 
to their dealers 


When you handle a reputable line like Young Flush Doors, you just naturally are happy with the results. 


Our present dealers report there are fewer complaints with Young Flush Doors and that their contractors 


keep coming back for more. This leads to increased business and helps to build a solid reputation. 


Therefore, it is logical to assume that you, too, should sell Young—the most beautiful flush doors available. 


Why YOU SHOULD SELL 


7 BEAUTIFUL—domestically manufactured 
plywoods used exclusively; birch, gum and 
mahogany in stock—other hardwoods on 
request. Our principal suppliers are recog- 
nized as foremost in plywood manufacturing. 4. 


3. GUARANTEED— if found defective in any 
way they will be replaced without question. 


YOUNG FLUSH DOORS 


SUBSTANTIAL—precision-made with great 
stability ...3 ply faces, of course, and 
kiln dried soft wood frame... Insulite core. 


MORE PROFIT—low initial cost and com- 
plete guarantee make satisfied customers 
with repeat business that adds up to a 
better deal for you. 


Of course you can get them: cris ikomaipeecdgniand distitbutsins. 


Write or wire us collect for the name 


; 
} 
t 


BuILDING Propucts MERCHANDISER 


of the distributor in your area. 






YOUNG MANUFACTURES FLUSH wer "EXCLUSIVELY 


Young Wood Prodiias Co. 


45240 Grand River Avenue — = 


pe ©. Box 166 Novi, Michigan 





Sal cas ales ea pA 





feet, which was 4.93 percent 
above production but 2.27 per- 
cent below the three year aver- 
age. Orders received during the 
week amounted to 19,503,000 
feet, 7.24 percent above produc- 


tion and 0.12 below the three 
year average. Orders on hand 
increased 0.75 percent during 
the week. Unsold stocks at the 
week’s end stood at 130,311,000 
feet. 


The Lumber Market at Presstime 


The following index is intended merely as a check on bu 
com ong and average of mill prices at press time an 
ade 


g eptations. It is 
‘ola not be con- 


as current on the day the magazine is received. The prices should be 
useful in following market trends and as a check on —— made approxi- 


mately ten days before receipt of the magazine—the 


DOUGLAS FIR 
Vertical Grain Flooring 
B&Btr. Cc D 
EB6 vovececverss 170.00 165.00 110.00 
Flat Grain Flooring 
BE cesccecenees 140.00 130.00 98.00 
BD ~ caceveedoees 160.00 155.00 105.00 


Drop Siding 


1x6 (Pat. Het 150.00 110.00 
1x6 (Pat. #116).155.00 150.00 110.00 


Ceiling 
re 00 123.00 80.00 
BE btacceneace lib: "125 130. 00 80.00 
Boards and Shiplap and 2” 
green 1x6 1x8 1x10 1x12 
. No. > cee taeee 76.00 74.00 76.00 
No. 2 ....69.00 68.00 67.00 70.00 


ee. © vccemeee 60.00 57.00 60.00 
No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
f 78. 9 5 7 


No. 2 Dimension 


2x 4 70.00 70.00 73.00 70.50 
2x 6 69.00 68.50 69.00 73.00 
2x 8 69.00 69.00 68.50 68.50 68.50 
2x10 68.50 68.50 68.50 68.50 
2x12 67.00 67.00 67.00 67.00 


No. 3 Dimension R/L Only 


BD gerade cen eedevesertorenwane 48.00 
eer eee re 46.00 
OE, ee ere eee ot 44.00 
s=39 ee ee ee eee Tee 


thd 10-12 for dry lumber) 





WESTERN PINES 


Ponderosa Pine 


Selects 

$2 or 48 4/4 RW 5/4RW 8/4 RW 

| a: Fee 250.00 265.00 260.0 

Shop, 82S No. 1 No. 2 
rere 150.00 135.00 
DE sieves seeeedeneenr®s 145.00 125.00 

Commons 2&Btr. No. 

S2 or 48 RW 106 RW75 RW 62 
a ee cvevcws 108.00 75.00 63.90 
EGE BEES coeeews 110.00 75.00 63.00 

Idaho White Pine 

aereeee 

sz 


or 5/64 
os'Bir. RL 250 $0 265. So ai0 00 265.00 
went 205.00 225.00 230.00 235.00 


Commons, S2 or 48 Brey 1 No. 2 No. 3 
1x 8 47.00 135.00 110.00 


ee tare: ae 00 135.00 110.00 
Sugar Pine 
Selects 
S2 or 48 4/4RW 5/4RW 6/4 RW 
B&Btr. RL. ..300.00 300.00 305.00 
i asceewe 275.00 285.00 295.00 
Ol ae 255.00 255.00 260.00 
Shop, 828 No. No No 
6euioweuen 165.00 126.00 85.00 
Ss «digas asd icanen 165.0 165.00 85.00 
Pe .vaucsenes 165.00 165.00 $5.00 
16 


ditors. 


SOUTHERN PINE 


Vertical Grain Flooring 
B&B 


Cc D 
BE: cves'eeeeaees 190.00 180.00 160.00 
J 155.00 115.00 

ix dah Nic ace eer ae 200.00 190.00 150.00 
Drop Siding 

1x6 (Pat. THE et 185.00 155.00 

1x6 (Pat, #116).195.00 185.00 15 
Boards & Shiplap 


1x6 1x8 1x10 1x12 
No. 1 ...135.00 135.00 140.00 185.00 
No. 2... 83.00 88.00 88.00 93.00 
me. 3 ... FE00 80.00 80.00 86.00 


No. 1 Dimension 
r 14’ 16’ 18’ 20’ 


2x 4 93.00 94.00 96.00 106.00 106.00 
2x 6 89.00 89.00 90.00 100.00 100.00 
2x 8 92.00 92.00 94.00 100.00 102.00 
2x10 102.00 103.00 103.00 111.00 114.00 
2x12 108.00 108.00 108.00 119.00 124.00 


No. 2 Dimension 


2x10 86.00 87.00 87.00 93.00 95.00 
2x12 86.00 87.00 87.00 93.00 95.00 


No. 3 ~ *: a” Galy 
‘ 69.00 





2x 
2x 6 68.00 
2x 8 67.00 
2x10 67.00 
2x12 61.00 
REDWOOD 
: Fina 
x6 A&Btr. Sidi evccccceceee JE 
xz A& Siding eeeeoeveveeeeee 166.00 
gabe . er 
1x 4 / A& tr. eeeeeeceeeeeeene 170.00 
1s 6 B/E. ABBE. .cccccccccccce 390.00 


R 
1x 8 R Bee coccccesescose BE 
1520 Bk, ABBE. cccccccececces B36.00 
1x12 R/L A&Btr ‘ 220.60 
Prices for red ‘cedar “siding ‘in mixed 
cars, new bundling, 6 to 18’ are: 
Beveled Siding, % Inch ogee “pe 


Clea 
x4 inch ...... 96.00 83.00 75.00 
x6 inch ......120.00 118.00 88.00 
x6 inch ......155.00 143.00 120.00 
x8 inch ......185.00 173.00 130.00 
Clear Bungalow Si ate % Inch 
IMGR wcccccecdl ee 198. 00 160.00 
3S TGR ccoceve ay 90 218.00 175.00 
12 inch ........230.00 228.00 166.00 
Finish, B and Btr. 828 or 48, 
6-16 or Reugh 
ix eeescceccceccccoveecleeennenee 
TEIG cecvevceecvcoccoces 175.00 
1x1 CUCERCOCOODCOCCCOOCO® 186.00 
Ceiling or Flooring; 
B and Btr., 9-16’ 


B&Btr. C D 
1X8 ....eeee044-100.00 97.00 85.00 
1x4 ......2.2---100,00 97.00 865.00 


RED CEDAR SHINGLES 





Royals 

Se . (a eae 13.50 

ee ee ee yo 9.00 

NS Sth canalo'ons yo 0.9°s weelghiane 6.25 
Perfections 

= Se eee 10.00 

Bee OME coc civcedsceene 6.00 

Oe kl, Sa 4.00 - 
xxxxx 

Bt EE ic 0d wie eere.wiee aé.0e 8.25- 8.50 

oe Ue ES 5.50 

WOON GED kk. wvestat aslemes 3.75- 4.00 


ENGELMANN SPRUCE 


Boards and Shiplap 

(dry) 1x6 1x8 1x10 1x12 
No. 2&Btr..104.00 107.00 108.00 112.09 
No. 3&Btr.. 86.00 87.00 88.00 87.00 

No. 1 — 


4 77.00 77.00 77.00 82.00 82.00 

6 74.50 74.50 74.50 77.50 177.50 

2x 8 74.50 74.50 74.50 78.50 78.50 

0 74.50 74.50 74.50 78.50 78.50 

12 77.50 77.50 77.50 81.50 81.50 
Ne. 2 Dimension 

4 69.50 69.50 69.50 69.50 69.50 

2x 6 69.50 69.50 63.50 69.50 69.50 

2x 8 69.50 69.50 69.50 69.50 69.50 

2x10 69.50 69.50 69.50 69.50 69.50 

2x12 65.50 65.50 65.50 65.50 65.50 

(Boards graded No. 1, 2, 3, at flat 

price; no price for straight } No. 2. Mills 

do not grade out No. 3 Dimension sepa- 
rately as in fir.) 





WESTERN HEMLOCK 


Vertical Grain Flooring 
B& 


B Cc D 
De 4 sun vamameum 150.00 140.00 100.00 
: 125.00 93.00 
1x6 iar had tte aie 155.00 150.00 100.00 
Drop Siding 
1x6 (Pat. 4106). 145.00 135.00 105.00 
1x6 (Pat. #116).145.00 140.00 105.00 


Ceiling 
. eee 105.00 100.00 60.00 
1x4 120 105-115 90.00 
Boards and Shiplap and 2” (Dry) 


x 1x8 1x10 1x12 
No. 1 ....80.00 82.00 82.00 82.00 
oe were e 77.00 77.00 77.00 
No. 3 ....62.00 64.00 64.00 64.00 


No. 1 Dimension 
12’ 14’ 16’ 18’ 20’ 
2x 4 177.00 77.00 82.00 82.00 82.00 
2x 6 77.00 77.00 77.00 82.00 82.00 
2x 8 79.00 77.00 77.00 77.00 82.00 
2x10 77.00 79.00 77.00 77.00 82.00 
2x12 77.00 77.00 77.00 77.00 82.00 
No. 2 Dimension 


2x10 70.00 70.00 70.00 70:00 70:00 
2x12 68.00 68.00 68.00 68.00 68. 
~ os eeerenne _ 


ee a er ee 54.00 
Rs 5 senor aca cos ofelode ge scorelare vt eee 53.00 
ee eee eat 
MER Sal ctchs. cstort fete co del doe 51.00 
Cg RO Ee Oe ee ae a aE 51.00 





OAK FLOORING 

Clear Pln #§x2% #x1% %%x2 
White ..195.00 165.00 145.00 135.00 
Red ....195.00 165.00 145.00 135.00 


Sel Plain 
White ..165.00 145.00 125.00 110.00 
Red ....165.00 145.00 125.00 110.00 
#1 Common 
White ..145.00 115.00 55.00 45.00 
Red ....145.00 115.00 55.00 45.00 


#2 Mixed .100.00 75.00 50.00 40.00 
15” Shorts 
#1 Com, * 

Btr. ....110.00 85.00 45.00 35.00 
#2 Com, .. 85.00 65.00 40.00 30.00 


WESTERN RED CEDAR 


Prices for red cedar siding in mixed 
cars, new bundling, 6’ to 18’ are: 
Beveled Siding, % inch 





lear at ae —- 
%x4 inch ...... 80.00 77.00 55.00 
%x5 inch ...... 865.00 83.00 60.00 
%x6 inch ...... 100.00 100.00 75.00 
3X8 inch. . <0 130.00 — 95.00 
Clear Bungalow Siding, %, In 

a -00 8 90 120.00 
tree 185.00 183. 00 135.00 
i a are 195.00 193.00 155.00 


Finish, B and Btr. S2 or 4S, 
ah af or rough 


cor eTE SEN ous. s Ragen oe eeed 240.00 
ee a re 250.00 
ee See ere ye eee ee 250.00 

Ceiling or flooring, 2 see at 9-16’ 
Be Sch catedte cee 105.00 100.00 90.00 
ee eee 120.00 115.00 95.00 


Discount on mouldings, 6-20’ odd 
lengths. 
Series 8,000— 

—- under 4.00—list plus 35 per 


nt. 
Listing 4.00 and over—list plus 35 
per cent. 
Clear Lattice, 6-16”, 5-16’ 
EE Soe lercasyh b wias eth ook Pe Sa < oars! are ebicls 1.50 
Ns Sid arate ge dw) Faas tie wikiee nate eae 1.75 
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\ Weldwood 


UNITED STATES PLYwoop CORPORATION 
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a] 


NOVOPLY * MICARTA « WELDWOOD HARD BOARD © WELDWOOD GLUE © FIRZITE © SATINLAC 





You can get 


WELDWOOD’ HARDBOARD 


from your old friend... 
your Weldwood Supplier! 


The same fellow who supplies you with Weld- 
wood Plywood, doors and other building ma- 
terials is now the man to see for your high quality 
Weldwood Hardboard, too. 


Yes, whether you want Standard or Tempered 
Weldwood Hardboard—a dozen sheets or a thou- 
sand—or Weldwood Tempered Tile Board... 
your regular Weldwood salesman will supply it 
with his usual prompt, reliable service. 


Weldwood Hardboard is a superior board in 
every way. Light in color. Works and cuts better 
.. with a sharp, clean edge. 


The Tempered Grade is a perfect material for 
shower stalls, exterior sidings and many similar 





United States Plywood Corporation is the 
world’s largest manufacturer of plywood, 
producing a complete line of decorative 
hardwood plywood, fir plywood, Weld- 
tex and other specialty items — as well as 
the most complete line of wood-faced 





flush doors on the market. 





| 
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uses. It’s plastic-treated and extremely 
water-resistant. 


The natural light buff color of Weldwood Hard- 
board provides a perfect base for paint... 
the lightest hues. 


even 


And to meet all your requirements, both Stand- 
ard and Tempered grades of Weldwood Hard- 
board come in three popular thicknesses: 1”, 
3/16” and %4”. In sizes: 4’x6’, 4’x8’, 4’x10’, 4’x12’ 
and 4’x16’. Panels up to 4’x12’ are wrapped six 
to a package. The 4’x16’ panels, four to a package. 
Weldwood Tempered Tile Board is available only 
in 14” thickness and in sizes 4’ x 4’, 4’ x 8’, 4’ x 12’. 


Call your Weldwood salesman for Weldwood 
Hardboard or Tile Board today. 


WELDWOOD* Hardboard 


Manufactured by Abitibi Power and Paper Company, Ltd.* 

Distributed Exclusively By 

UNITED STATES PLYWOOD CORPORATION 

55 West 44th Street, New York 18, N. Y. 

a Branches in Principal Cities * Distributing Units in Chief Trading pale 


*Weldwood Hardboard distributed on the West Coast 
is manufactured by Forest Fiber Products Company. 






23 








EXCLUSIVE 
INDIAN GRIP 








Letters to the Editors 


Hawaii Attracts 43 Applicants 


To the Editor: We have received a total of 43 replies 
to our classified ad, which shows a remarkable reader 
interest in your publication. We have written to al] 
the applicants as we feel it is only fair that they know 
that this job has now been filled. 

We are also sending you under separate cover all 
of the original applications, as you might have an 
interest in screening these to find prospects for other 
jobs that you know might be filled. 

Corydon H. Hall, Manager, Lumber & Building Ma- 
terials Division, American Factors, Limited, Honolulu, 
Hawaii. 


"Building a Stairway to the Stars" 


To the Editors: I want to let you know how much 
I enjoy your series “Building a Stairway to the Stars.” 

It is most enlightening and. shows a great deal of 
insight and perception on your part. I believe it to be 
the best interpretation of an intelligent person I have 
ever had the pleasure of reading or hearing. 

I look forward to your future articles. 

Jules A. Gerson, Sales Manager, Corlett Lumber 
Company, 15000 Miles Avenue, Cleveland 28, Ohio. 


To the Editors: I have been reading your article 
“Building a Stairway to the Stars,” in the issues of 
the American Lumberman. They are truly outstanding. 
I have cut them out and I am keeping them for future 
reference. They represent the finest ideas of selling 
ever printed. Do you contemplate having reprints 
made? I should like to secure extra copies. 

William E. Aubuchon, Jr., president, W. E. Aubuchon 
Co., Inc., Warehouse-B, Fitchburg, Mass. 


Good News for Us 


To the Editors: I had expected a superlative issue of 
your magazine on September 8. 

When it arrived and we began studying it, we found 
that it surpassed our very highest expectations. 

Congratulations! 

Signa Ford, Norm Advertising, Inc., 79 Madison 
Avenue, New York 16, N. Y. 


More Comments on Those Writing Boards 
To the Editors: 

Re: Article titled “Have You Investigated This 
Bookkeeping Idea” in June 2, 1951 issue of 
American Lumberman? 

We are interested in receiving prices and using 
the above mentioned Multiple Record Writing Boards. 
However, we were unable to find the manufacturer’s 
or distributor’s address and therefore do not know 
how to contact them. 

Willi you please forward this letter to them or notify 
us of their address? 

Charles J. Hancock, Hancock and Son, Martinsville, 
Ind. 


To the Editors: 

In one of your June issues of the “American Lum- 
berman” you had an article on “Multiple Record 
Writing Boards” in connection with hand bookkeep- 
ing systems. Would you kindly advise where these 
boards are available together with the printed per- 
forated forms. 

S. M. Goodner, Nashville, IIl. 
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A Dangerous Trend 


EDITORIAL 


Let's Stop the Unionization of Salesmen in Our Industry — Before It Starts 


Unionization of salesmen is growing rapidly 
in our country. Some salesmen of milk, liquors, 
soap, real estate, automobiles, etc., have already 
fallen under the blight. 

If the salesmen of America were unionized 
it would be the final killing blow to our com- 
petitive enterprise system. One way to prevent 


this disaster is to be sure that management- 
salesmen relations provide opportunities and 
incentives that unionization will destroy. Hence 
a suggested Creed for Retail Salesmanagement 
might be timely. If universally. applied it would 
stop the unionization of retail salesmen in its 
tracks! 


A SUGGESTED CREED FOR RETAIL SALES MANAGERS 


1—Salesmen shall receive compensation dur- 
ing their initial or subsequent training pe- 
riods. 


2—While recognizing changes in compensation, 
clientele, or territory, to be the function of 
sales management, salesmen shall be con- 
sulted prior to establishing such changes 
and given reasonable notice of the effective 
date. 


3—Earnings of commission or bonus salesmen 
shall be unlimited, unless otherwise speci- 
fied at the time of employment. Should 
basic changes in a business justify modify- 
ing this policy, salesmen affected shall be 


ds of elms in 
‘yis cities. Neither usease 
geen found in Chicage. 


N. J. SALESMEN 
PICKET INDIANA |» 
SOAP FACTORY « 


Clarksville, Ind., Aug. 27 ()— ne 
Jersey City, N. J., pickets today |“ 
shut down a southern Indiana 
soap products plant, making 1,500 |}: 
workers idle. le, 

Pickets from a strike of Jersey 
City soap. salesmen disrupted |“: 
work by 1,100 production workers | &t 
and 400 men working on construc- A. 
tion of an addition to the Colgate- | W@ 
Palmolive-Peet company plant in| Jot 
Clarksville, across the Ohio river} 
from Louisville, Ky. by 

A group of the striking sales- |‘ 
men flew in from Jersey City Sat- | 0! 
urday night and set up a flare|C* 
lighted picket line. It was re-|J°* 
spected by workers on week-end 
shifts. The strike started over the | 4 
company’s’ working hours, 
bonuses, and union security for 41 
salesmen. They are represented 
by the AFL Office Employes!’ 
i union. 
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advised of the fact a reasonable time prior 
to establishing such ceilings as become 
necessary. 


4—When evaluating the ability of salesmen, 
conditions beyond their control, such as dif- 
ferences in the sales potentials of their ter- 
ritories, shall be given full consideration. 


5—Salesmen shall be offered the same vacation, 
job or income security, and other employe 
benefits as are enjoyed by other employes 
in'comparable positions in the company. 


6—The only “house” or “no commission” ac- 
counts shall be those clearly defined in ad- 
vance of solicitation. 


7—Salesmen’s expense reimbursement policies 
shall be uniform, after taking all variations 
of conditions into consideration. 


8—A sharp distinction shall be drawn between 
salesmen’s earnings and expense allowance, 
and any system which affords salesmen 
either a substantial profit or loss on expense 
accounts, shall be corrected. 


9—Salesmen shall be given either a contract, 
agreement, or letter covering those condi- 
tions of his employment which might other- 
wise be the basis for later misunderstand- 
ings. 


10—If quotas are used— 
(a) salesmen should know how their fig- 
ures have been determined, and 
(b) the quotas shall be based on reliable 
analyses and evaluation of accurate and 
adequate data. 


11—Pressure to achieve results shall be of a 
constructive nature, avoiding the use of 
“fear” psychology and causes for discipli- 
nary action should be understood prior to 
solicitations. 


12—Salesmen shall be provided with a simple 
means of stating grievances, which shall be 
promptly considered and answered. 


. .-. Art Hood 


(Adapted from a statement prepared by National Sales 
Executives, “Employment Standards Committee’’) 
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O’MALLEY-SMITH’S STORE in Yuma, 
the sales points of its kitchen display—plenty of drawer 


Ariz. emphasizes 


space, recessed doors and toe space, enormous storage 


Push Kitchen Remodeling Now 


Good profit, easy financing, strong sales story, 
make it a good time to sell kitchen jobs. 


Cover courtesy Commonwealth Edison 
Co., Chicago. 


Never before has the building 
materials dealer had a better 
opportunity to sell kitchen re- 
modeling. Homemakers — and 
their husbands—are kitchen 
conscious. They have been in- 
fluenced by the colorful na- 
tional advertising of the kitchen 
manufacturers, by the innumer- 
able kitchen stories in national 
home magazines, by new homes, 
and by the sparkling, conven- 
ient kitchens of their friends 
and neighbors. 


Moreover, the credit restric- 
tions on new construction have 
caused many people to shelve 
plans to build and to go ahead 
with remodeling their present 
homes. There is little problem 
of financing, for these home- 
owners either have the cash or 
are able to secure loans because 
of the equity they hold. Also, 
most kitchen equipment, in- 
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cluding cabinet sinks and elec- 
tric food waste disposers, can 
still be purchased with only 
10% down and 30 months to 
pay. 

Good Sales Story 


Certainly the building mate- 
rials salesmen have a powerful 
sales story to tell. A modern 
kitchen greatly increases the 
value of a home and helps the 
owner ride any inflationary 
wave. 

It is well known that there is 
a singular lack of emphasis on 
door-to-door selling, the device 
that was largely responsible for 
the growth of the electrical ap- 
pliance industry. Therefore, 
there is a wide-open and pro- 
ductive field for the retailer 
who will interview prospects in 
their home.. Further, house- 
holders are in a more receptive 
mood because they see the door- 
to-door salesman so seldom. 

Those who carry the remod- 


ox fie 








capacity, permanent beauty and lasting finish—on the 
cabinets and on the walls beside the exhibit. 


eling story to the customer’s 
living room will reap the har- 
vest. 

Modern, prefabricated kitch- 
en equipment is_ particularly 
adaptable to remodeling, for 
the units—cabinet sinks, base 
and wall cabinets and the spe- 
cial purpose cabinets—are 
made in a wide variety of sizes 
to fit any space. The equipment 
comes ready to install without 
expensive fitting and finishing. 
It carries an attractive margin 
of profit that assures the ag- 
gressive dealer an excellent re- 
turn. And thousands of poten- 
tial customers are pre-sold on 
the quality, convenience, and 
beauty of modern kitchens. 

While there are no merchan- 
dising secrets to _ successful 
kitchen selling, it is still a spe- 
cialized business that requires 
display, advertising, trained 
salesman, and the facilities for 
installation and service. There 
are no substitutes for these es- 
sentials. 

A clean, live, fully-equipped 
store kitchen display is the only 
practical way to demonstrate 
to a customer what a new 
kitchen can do for him. It ex- 
cites the customer to action, it 
stamps the dealer and his sales- 
men as experts in the field, and 
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ACTUAL DEMONSTRATION of a garbage disposal unit is 
made to Miss California of 1948 by a representative of the 


Central Lumber Co., Stockton, Calif. 


creates sales through floor 
traffic. 


Maintain “Live” Displays 


Experienced kitchen dealers 
testify to the fact that a live 
display, one in which the cab- 
inet sink, automatic dishwasher 
and food waste disposer is 
plumbed-in are doubly effective. 
Literature should be immedi- 
ately available. The customer 
attaches importance to the neat- 
ness of a display, for its condi- 
tion is an indication of the kind 
of remodeling work that the 
dealer produces. 

Most kitchen manufacturers 
have display backgrounds avail- 
able, or are more than willing 
to counsel the dealer on the 
type and size of display which 
Is most effective. 

The building supply dealer 
who seriously enters the 
kitchen remodeling field can 
establish himself as the com- 
munity’s “kitchen headquar- 
ters” through consistent adver- 
tising. “One shot” advertising 
generally is a waste of money, 
for the expenditures involved 
In a new kitchen are not held 
lightly by the customer who 
frequently considers this step 
over a long period of time. It 
IS Important that the dealer 
constantly remind his commu- 
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way. 


nity that he is a specialist in 
the field. 

Most kitchen manufacturers 
make newspaper ad mats avail- 
able to dealers at a small cost, 
and in many instances coopera- 
tive advertising funds are avail- 
able. 


Need Informed Salesmen 


Perhaps the most important 
element in the kitchen remod- 
eling field is the sales staff. The 
salesman must know his prod- 
uct thoroughly and must be 
able to plan a kitchen to provide 
his customers with the greatest 
convenience at the lowest cost. 
This requires training. That 
training is available through 
the kitchen departments of 
wholesale distributors or from 
manufacturers. 

Special kitchen planning de- 
vices, such as plastic minia- 
tures of equipment and a spe- 
cial kitchen measuring rule, 
help the salesman do the plan- 
ning job more easily and 
quickly. These devices, freely 
shown to the customer, also put 
the mark of “expert” on the 
salesman. 

The salesman who plainly 
knows what he is talking about 
inspires customer’ confidence 
that leads to sales. 

The building materials deal- 


MINIATURE MODELS of appliances enables the house- 
wife to plan her kitchen before construction gets under 





er, of course, is in an enviable 
position to do the entire kitchen 
remodeling job. He can supply 
all the materials required. In 
many instances he has carpen- 
ters, electricians, plumbers and 
other technicians on his payroll 
or he has close contact with 
those tradesmen. Thus, he is 
able to profit not only from the 
sale of kitchen equipment and 
other materials, but also from 
the skill that makes remodeling 
possible. 

Today’s modern kitchen equip- 
ment requires little servicing 
once it has been properly in- 
stalled. Now most remodeled 
kitchens include automatic dish- 
washers and food waste dis- 
posers, which assure the cus- 
tomer of having a modern kit- 
chen for many years to come. 

The advance of more mechani- 
cal appliances in the kitchen 
requires competent servicing fa- 
cilities for the kitchen remod- 
eler. He must be prepared to 
stand back of the equipment he 
provides. Many dealers - find 
servicing profitable, but many 
others prefer to make a deal 
with a professional servicing 
agency which will handle the 
dealer’s appliance service prob- 
lems at a set fee. 

Often the building materials 
dealer is regarded by the public 
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BUILDING MATERIALS necessary for every kitchen re- 
modeling job are strategically placed adjacent to the kit- 
chen layout at the Amherst (Ohio) Lumber Co. 


Courtesy Roddis Plywood Corp., Marshfield, Wis. 


WIDE VARIETY OF COUNTER TOPS are available for 
today’s kitchens. These offer additional sales promotion 
opportunities for alert dealers. Attractive wood cabinets 
and smart hardware are additional sales points that 
should have special promotion attention. 











LANKy PLANKY Maya 

Let's Swap Kifchons Introducing 
$10.00 Curtis Kitchen Cabinets 

One week only we will allow 

$10.00 for your old cabinets, 

Visit Our New Display Room, 

As low as $1.17 per week 

Might Pay for a New Cabinet 
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; PLYWOOD Co. 
816 S. Main St. 





Howard Davis 











NEW ANGLE in promoting sales of kitchen cabinets—a 
trade-in of the customer’s old cabinets is featured in an ad 
run by Main Lumber & Prywood Co., Elkhart, Ind. 


us for builders 
KITCHEN CABINETS 
a. 


Modernize your kitchen with a set of these 
top quality, unpainted 
wooden cabinets; 8 











LOW DOWN PAYMENT is advertised by Taylor Lumber 
Co., Houston, to push the sale of its unpainted wooden 
cabinets. 


as a source of supply only to 
builders. Kitchen remodeling 
presents the opportunity to deal 
directly with consumers, estab- 


lishing the dealer as a retail 
merchant who sells tools, paint 
and many other household 
items. 


From almost any point of 
view, kitchen remodeling is a 
profitable venture for the build- 
ing supply dealer. 
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it pays to sell Nationally Advertised 








EVERY MONTH of the year, builders and farmers need 
SISALKRAFT Products more and more for PROTECTION 
uses. EVERY MONTH, millions of SISALKRAFT ads 
(71-million scheduled for 1951) tell these users to “See 
Your Lumber-Building Supply Dealer”. EVERY MONTH, 
you can sell these low-cost, top-quality, steady-profit sales 
repeaters for more and more uses. For valuable merchan- 
dising aids to help you sell, EVERY MONTH, write now! 





PROTECTIVE PAPERS 


FOR more and more 
CONSTRUCTION AND 
FARM USES 


t | ILLINOIS 
THE SISALKRAFT CO. heey Nee ‘San Francisco 5, cali. 


MANUFACTURERS OF SISALKRAFT © SISALATION © COPPER ARMORED SISALKRAFT 
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WASHABLE! Even 
grease and ink spots 
swish away with ordi- 
nary soap and water. 


Shad-O-Beveled edges give popular modern- UPSON 
look ceiling. No mouldings needed except at 





GREATEST CEILING 


WATERPROOFED 





; 


WASHABLE 


For Repairing, Remodeling 
and New Construction! 


A new product . . . already 
with a nation-wide appeal, 
increasing every day! 

Compare! See why! 

@ Six-ply laminated construc- 
tion in 12” squares, *%” thick 
—many times stronger than 
most other ceiling materials. 
@ Pre-finished and water- 
proofed with plastic-like 
Syntho surfacing compound— 
equal to two coats of lead and 
oil paint. Stands repeated wash- 
ings. Moisture content con- 
trolled at 8% by weight; will 


not absorb more than 13.5% by weight 
when immersed in water for 24 hours. 

@ Apply on furring strips right over old 
plaster or direct to joists in new construc- 
tion. Positive, permanent application with 
color pins that match the tile finish. For 
information, wire, write or mail the coupon. 











STATE 





cornices. Ceiling is forever crackproof. > 
fe ° NAME 
iit “4 TYPE OF BUSINESS 
ees UPSON CEILING TILES come securely packaged ; STREET. 
= in cartons for ease in handling and storage. e CITY 
. 


BUILDING Propucts MERCHANDISER 


eeeepeoeveev evo ee eoevneenee e808 


e@eeeeeneeeaecveee eee 8 @ @ 














@eeeeeeoeaeoeoeoeoeeoeeveeeeeee eee eeeeeeeeee 
THE UPSON CO., 6411 Upson Point, Lockport, N. Y. 
0 Mail me full information on Upson Ceiling Tiles. 


(C0 Have your representative call to give me full informa- 
tion on Upson Ceiling Tiles. 
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AN ACTUAL KITCHEN custom built for a Waverly, Iowa 
woman. She’s so pleased she sends prospects to Townsend 
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WORKING DISPLAYS in the store are an important fac. 
tor in selling people who come to store in answer to ads, 
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\\ 
PORTA-BILT KITCHEN DESIGNED FOR \\\! 


MR.& MRS. AF. DROSTE 


WAVERLY, IOWA 
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TOWNSEND & MERRILL CO., CEDAR FALLS, IOWA 


PERSPECTIVE DRAWING is one of Ralph Considine’s 
Most prospects buy after 


most important selling tools. 
seeing sketch. 


be like. 
job. 
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FLOORPLAN 


FLOOR PLAN helps prospect visualize what kitchen will 
It also helps manufacturer turn out perfect fitting 
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Custom Designed Kitchens Mean More Sales, Profits 


Iowa dealer’s “kitchen designer” tells how he 
builds bigger sales through selling quality and service. 


At Townsend and Merrill 
Company in Cedar Falls, lowa, 
kitchens are big business be- 
cause selling them is not left to 
chance. Kitchen selling at 
Townsend and Merrill is a 
planned operation. 

The program is based. on 
quality materials coupled with 
complete customer service. 

Two years ago Townsend and 
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Merrill Company—like many 
another retail lumber dealer— 
sold kitchen materials. At that 
time the company became inter- 
ested in package selling—and 
decided kitchens were the place 
to start. 

Kenneth Barnes, the yard 
manager, found a kitchen cabi- 
net manufacturer who offered 
quality materials. It also hap- 


pened this manufacturer had 
developed a modern service 
which in reality gives the cus- 
tomer a custom-built kitchen 
for his particular house. We'll 
see how this service builds sales 
in a few minutes. 

Then Barnes picked a kitchen 
salesman who filled the follow- 
ing qualifications: he knows his 
subject backwards and for- 
wards; he believes in quality; 
he is sincerely interested in 
seeing that his customers get 
an excellent job; and he has 
imagination. 
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FULL SHELVES and appliances on the counter give pros- 
pect feeling that model kitchen is real—helps them visual- 


ize their own. 
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MAIN ELEVATION-MAPLE KITCHEN - PROPOSED BY 
TOWNS END-MERRILL CO., CEDAR FALLS IA. 
BY &.L. CONSIDINE 


ANOTHER ACTUAL KITCHEN drawing shows variety that dealer can obtain 
when manufacturer custom builds each job. 


The man turned out to be 
Ralph Considine. Ralph became 
“kitchen designer” for Town- 
send and Merrill. As such, he 
has charge of the department 
and free rein to develop it. 

First Ralph spent time at the 
manufacturer’s plant, learning 
in detail the construction and 
design values of the product he 
was to sell. He also learned the 
sales features. But most im- 
portant, he learned that 
sketches can sell a customer by 
picturing for him—or more 
likely her — exactly what her 
new kitchen will look like. 
Ralph worked hard at his draw- 
ing and can now turn out a 
mouth-watering sketch of a 
kitchen in no time. 

He says, “It’s the most valu- 
able service a kitchen salesman 
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can offer. To show the house- 
wife exactly the kitchen she 
will get—and a well-drawn pic- 
ture makes her want it even 
more.” 

Ralph Considine has picked 
up some good kitchen selling 
hints which he is glad to pass 
on. 
“At first,’ Ralph admits, “I 
wasted a lot of time on people 
who wanted more than they 
can afford. Now I find out first 
exactly how much they can af- 
ford. Then I know where I 
stand. I concentrate on those 
who have the money. By using 
this system, I sell 95 percent of 
those for whom I draw 
sketches. 

“Next, I spend the effort to 
make every kitchen different. 
That way a woman knows I’m 


‘ sl 


COMPLETELY FINISHED DISPLAY is important. Use of 
tube lettering departmentalizes the kitchen section. 








HAVE YOUR KITCHEN 
The Way YOU Want It! 






Only Porta-Bilt offers you a 
complete range of kitchen 
styling See us for complete 
information on how you, too, 


Ny AUN can have a custom kitch- 
{Wnt hautodl en or cancie aaa 


FOR QUALITY HOMES JUST FOR YOU. 


@IMPERIAL MAPLE @SUNSHINE YELLOW @WHITE 
@SKY BLUE or SEAFOAM GREEN 


FREE Floor Plan and Perspective 


Ralph L. Considine - - - in charge of Kitchen Dept. 


Townsend-Merrill Co. 








| 602 MAIN ST. 

{IL oo - 

NEWSPAPER ADS should run 
throughout the year, stress kitchen 
services. 


really interested in her prob- 
lem. That builds sales. 

“Third, I never promise a 
thing I can’t make good on to 
the hilt. 

“Another thing. Our cabinets 
are quality construction. It’s 
important to believe in your 
product. When I figure a job, 
our supplier makes up the 
counters and cabinets to fit that 
particular job. And believe me, 

(continued on page 148) 
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TILEBOARD IS COMBINED with a 
steel sink and cabinets in a good 
suggestive selling idea by Miami Mill- 
work & Lumber Co. 


KITCHEN SALES 


NOW 


NATIONALLY-ADVERTISED kitchen 
cabinets comprise one of the major 
displays in this department. Illus- 
trated literature on these cabinets 
accompany the monthly statements. 


Kitchen Cabinets Lure Customers 


Store displays by Miami firm, combined with 
strong advertising story, responsible for new sales 


spurt. 


Miami Millwork and Lumber 
Company, Miami, Fla., is going 
all-out for kitchen, cabinet, and 
remodeling jobs with their new 
booth-like displays and a reju- 
venated advertising program. 

Harry Dell, formerly with 
Maule Industries, has spent the 
last two months developing an 
advertising and promotional 
program to match the store dis- 
play setup. 


Varied Kitchen Displays 


Here again is a yard situated 
away from the residential dis- 
trict, with very little foot traf- 
fic, and facing a job of luring 
customers in, and then provid- 
ing something to see. 

A complete kitchen cabinet 
display in one two-wall kitch- 
en, another two-wall kitchen 
featuring tileboard and cabi- 
nets, and a third display of a 
kitchen nook against a _ back- 
ground of red tileboard form a 
trio of “sets” used to sell re- 
modeling prospects. 
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Other displays of similar 
character are a door display on 
a 3 by 3 by 3-foot triangular 
base, doweled and bolted to the 
floor; a display of plywood fin- 
ished in various wood grains 
and working model window dis- 
plays including a picture 
window that is replaced by a 
screened opening as it slides in- 
to a recess in the wall. The lat- 
ter type is mainly for hotels or 
large residences. 

The new advertising pro- 
gram was launched last month 
with an institutional type ad 
that mentioned millwork win- 
dows, paint, glass and hard- 
ware. 


Ad Sold Two Kitchens 


“It’s hard to say just what 
this ad meant,” Harry Dell 
commented, “but we sold two 
complete kitchen jobs on Mon- 
day and Tuesday after the ad 
appeared.” 

The general ad was followed 
a week later by a price-type ad 






*tie * 


HARRY DELL, director of the firm’s 
advertising campaign, is seated in a 
breakfast-nook display. The  back- 
ground is brilliant red tileboard. 


specifically pushing kitchen 
nooks, built-in ironing boards, 
metal cabinets and sinks. Ads 
to follow will continue a simi- 
lar pattern. 

Envelop stuffers are used 
with monthly statements. 
“Your Modern Kitchen,” a mill- 
work brochure in full color, is 
given to interested kitchen 
prospects who visit the block- 
long plant and display rooms 
of Miami Millwork. 

Regular direct-mail pieces 
are being handled on the firm’s 
mimeographing machine. Spe- 
cials on post cards to home- 
owner lists and letters to con- 
tractors are also prepared in 
this way. 


Give 











for ALL Red Feather Services 
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n Beautiful Colors... . 
Johns-Manville Smoothgrain Asbestos Siding 


tly f grained 


The surface of this new siding shingle is 
smooth, not grooved, but from any angle you'll 
see a richly colored, deep-grained texture that’s 
built right into the shingle with permanent 
ceramic granules. Because the surface is smooth, 
Johns-Manville Smoothgrain Asbestos Siding re- 
sists soiling; and because it Jooks grooved, they 
are architecturally attractive. Available in a wide 
variety of Permatone colors including Heather 
Green, Autumn Brown, Weathered Gray, Silver 
Gray and White. 












J In this unretouched photograph 


there are 18 exposed nail heads and 8 verti- 

cal joints but you can hardly see them. The 
nail heads are lost in the color blended texture 
and because the edges are cut so clean and sharp 
each shingle blends harmoniously with those 
adjoining. 


Because of the smooth surface and uni- 
form thickness, Smoothgrain Shingles are easier 
to cut, have cleaner edges . . . there’s no chipping 
to cause spoilage or mar appearance. Fireproof, 
rotproof, and weatherproof, Smoothgrain Asbes- 
tos Siding never needs preservative treatment. 
Applied right over existing sidewalls, it restyles 
i s-manvitte the oldest house and makes it look “new.” 


For a full-color brochure on Smoothgrain, write 
Johns-Manville, Box 290, New York 16, N. Y. In 
Canada, write 199 Bay Street, Toronto 1, Ontario. 


Johns-Manville 
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PROMOTE KITCHEN SALES NOW 
St 





HOME ECONOMIST SUE GRAHAM, left, with the help of Ernestine Ray, pre- 


o ee 


pare a home-cooked dinner for the lumber firm’s Wednesday night sales meeting. 
Club and school demonstrations are held here, too. 


Husband-Wife Team Sells Kitchens 


Fred and Sue Graham in Jacksonville, Fla., 
find “live” demonstrations promote kitchen remodel- 


ing jobs. 


Crabtree Lumber Company, 
R. O. Crabtree, owner, Jackson- 
ville, Fla., has a family team 
promoting kitchen sales. Sue 
H. Graham, home economist, 
who also handles the company 
advertising, takes charge of the 
inside demonstrations in the 
firm’s kitchen layout, while 
Fred Graham, manager of ap- 
pliance sales, tracks down re- 
modeling leads on the outside. 

The Crabtree Lumber Com- 
pany display includes the five- 
foot kitchen, designed for new 
or remodeled small apart- 
ments, garage apartments and 
cottages; a complete working 
L-shape kitchen including gar- 
bage disposal, dishwasher, deep 
freeze, refrigerator, range, sink 
and cabinets. 

Sue Graham, the lumber con- 
cern’s home economist, is proud 
of the fact that the company 
showroom and equipment has 
been used by the County home 
economist supervisor and the 
appliance manufacturers’ re- 
gional home economist for their 
summer workshop. Seventeen 
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negro and 25 white home econ- 
omist teachers from schools 
in the area attended the work- 
shop sessions held on different 
days. 


Classes For Club Groups 


This fall Mrs. Graham will 
give classes for women’s clubs, 
garden clubs and church clubs. 
Luncheons to test the proof of 
the cooking will be served on 
card tables in the display room. 

Such work with women’s 
groups is a major part of the 
planned merchandising pro- 
gram at Crabtree Lumber Com- 
pany, which is resulting in re- 
modeled and modernized 
kitchen jobs. 

“A typical kitchen remodel- 
ing job,” according to Graham, 
“was one in which we took out 
two gas water heaters, a gas 
stove, and old refrigerator and 
a sink. We put in new lights, 
an asphalt tile floor, painted 
walls, an electric water heater, 
range and refrigerator, cabi- 
nets and sink.” 

In developing a prospect in- 





FRED GRAHAM AND KITCHEN 
PLANNING KIT which he carries into 
the kitchen prospect’s home to show 
what the completed job will look like. 





Coolair Fans Installed 
FINANCED 10% DOWN 


CRABTREE LUMBER CoO. 


1820 Kings Ave. Ph. 9-6644 





THIS ATTIC-FAN AD was responsible 
for selling a garage apartment and an 
insulation job. 


to a customer, Graham uses a 
miniature scale kitchen plan- 
ning kit that he can carry into 
the home, then build up the pro- 
posed remodeled kitchen to 
scale. 

“You can take a photograph 
of this small-scale proposed 
kitchen and it will look like a 
reproduction of the final job,” 
he pointed out. 


Classified Ads Pay 


While advertising sometimes 
covers kitchens specifically, ex- 
perience has shown that a 
kitchen modernization job may 
just as readily result from a 
paint display ad or a classified 
ad for a fan. 

Advertising and satisfied cus- 
tomers from previous sales 
help boost the sales volume. 

“The sale of a refrigerator 
resulted in a kitchen moderni- 
zation job,” recalled Graham. 
“Another sale started with a 
call for a dishwasher. This cus- 

(continued on page 150) 


November 3, 1951, AMERICAN LUMBERMAN & 











= 4 





















You can plan—and sell—complete kitchens, 
like the one above, with a minimum of effort. 
The need and demand are tremendous; and 
the average unit sale is several items of 
equipment, 





The sale of a Youngstown Kitchens Cabinet 
Sink or an Electric Sink paves the way for 
the sale of additional equipment. See how 
perfectly all Youngstown Kitchens steel units 
match in dimension, style, and finish! 





A Youngstown Kitchens Food Waste 
Disposer adds terrific sales appeal. Builders 
everywhere have proved it pays to offer new 
homes where garbage will never exist! 


SELL THE KITCHEN THAT 5 TIMES 
AS MANY PEOPLE KNOW!... 








THIS OVERWHELMING ACCEPTANCE MEANS PROFIT FOR YOU! 


Your prospects know Youngstown interview or closing a sale, that’s 


Kitchens best—by the amazing important. Be sure to see the new 
margin of five to one over the next Youngstown Kitchens in sturdy, 


make! When it comes to opening an __ long-lived steel! 








You'll enjoy seeing the Min-A-Kitchen, ex- 
clusive planning set. It demonstrates how 
easily the wide range of cabinets and sinks 
in steel can be combined to fit any of your 
prospects’ space, budgets, and needs. 
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SELL THE DISHWASHER THAT 
COMPLETELY MODERNIZES DISHWASHING! 








The amazing Youngstown Kitchens Jet-Tower Dish- 
washer incorporates a revolutionary new principle that 
captures your prospect’s attention—proves itself in a 
single demonstration.,An overnight sensation, with 58 
whirling jets of booster-heated water washing dishes by 
exclusive Hydro-Brush Action, the new Jet-Tower will 
mean more dishwasher sales for you! 











SELL THE KITCHEN THAT '3 OF 
ALL STEEL KITCHEN BUYERS BUY! 








Of all the new homes equipped with 
steel kitchens last year, it’s esti- 
mated that one out of every three 
were equipped with Youngstown 
Kitchens. In the replacement 
market, your share as a Youngstown 
Kitchen dealer should be even 


higher! And the unit sales are large 
... there are no trade-in problems... 
each unit is complete and easy to 
install... and no radical changes in 
design obsolete your inventory 
every year. The market is unlimited 
—the profits are high. 





SELL THE WORLD’S MOST 
PROFITABLE KITCHEN LINE— 











BY rgstoun fiilehens 


MULLINS MANUFACTURING CORPORATION e 


Youngstown Kitchens are 


WARREN, OHIO 


sold throughout the World 
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INCREASED SALES OF KITCHEN ACCESSORIES have resulted from this 
kitchen cabinet installation, placed directly back of display window so that it 


can be seen easily from the street. 





ROY MURPHY, STORE MANAGER of Gray Lumber Co., Tacoma, shows a 


prospective buyer how his kitchen can be laid out, using scale model cabinets 


from manufacturer’s kit. 


Kitchen Planning Doubles Sales 
Model kitchen cabinet display and planning 


service entice new prospects, draw out-of-town cus- 


tomers. 


When a building materials 
firm is located in a residential 
area in which there is little 
new construction, it must train 
its profit sights on remodeling 
of existing homes. This was 
the problem that confronted 
Neil Gray, owner of the Gray 
Lumber Company, Tacoma, 
Wash. Selling accessories and 
service along with it looked 
like the logical solution—and 
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it was! 

Owner Gray decided to con- 
centrate his merchandising at- 
tention on kitchen cabinets. He 
was convinced of the increas- 
ing consumer demand for this 


' type of unit through editorial 


and advertising promotion be- 
ing given it in the nation’s home 
service and remodeling publi- 
cations. For some little time 
his firm had been stocking a 


varied line of wooden cabinets, 
but without any actual instal. 
lation at point of sale. 

Accordingly, five months ago, 
he installed a model kitchen 
cabinet display at a cost of 
slightly over $300. It covers 
the entire rear wall of the dem- 
onstration room, which is lo- 
cated behind a large display 
window. Thus the entire dis- 
play is open to inspection from 
the sidewalk, and includes al- 
most every item in the manu- 
facturer’s line which he stocks, 
The display suggests not only 
how the installation will look 
in the prospective customer’s 
house, but also the wide vari- 
ety of items that are available 
to meet the prospect’s taste. 

The display aroused consid- 
erable interest among district 
residents from the very start. 
Its pulling power was such, in 
fact, that a number of out-of- 
town prospects visited the store 
to ask about the cabinets, which 
led to sales and an addition to 
the firm’s index of satisfied 
customers. Gray increased the 
effectiveness of this merchan- 
dising display by turning win- 
dow spotlights onto it in the 
evening and letting them burn 
all night long. 

But this was just the first 
step of a streamlined merchan- 
dising program. The next and 
most important was the kitchen 
planning service which the firm 
inaugurated. Through this 
service, Owner Gray indicates, 
the company plans the exact 
location of cabinets for great- 
est possible operating conven- 
ience in the customer’s kitchen. 
Though the firm does not sell 
appliances, the plan is made to 
accommodate existing or new 
appliances which the customer 
plans to buy from an appli- 
ance dealer. Application of 
linoleum drain surfaces is done 
by another firm specializing in 
this work and which has an 
informal working arrangement 
with Gray Lumber. 


Scale model cabinets are used 
to determine the layout of the 
kitchen, with the active partici- 
pation of the customer. These 
cabinets are obtained from a 
manufacturer’s kit which also 
provides a base with scaled 
measurements and walls. The 
exact size of the customer’s 
kitchen is first duplicated to 
seale by setting up the walls 
on the base. Then the sales- 
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Porta-Bilt Takes You Out of Price 
Competition with a 
Complete Sales Program 


Sales of 6, 8, 10 or more kitchens a month are not at 
all uncommon for a merchandising lumber dealer— 
because the consumer demand is already generated. 
40% of the nation’s 22 million home owners are in 
the market for new kitchens . . . complete kitchens 
that sell for $500 up to $5,000. 


Mutschler Brothers of Nappanee has the program for 
you ... catalogs, folders, mailing pieces, displays, 
local advertising helps, national advertising, and even 
a factory training school that will teach your men to 
become custom kitchen specialty salesmen! 


If you want larger 
kitchen volume and 
longer profits, here is 
an opportunity it will 
pay you to investigate. 


We'd appreciate hearing 
from you! 








WRITE: MUTSCHLER BROTHERS COMPANY 
NAPPANEE, INDIANA 


for particulars on franchise and 
merchandising aids 






ED GOODMAN (CENTER) OWNER 
of the Goodman Lumber Co., checks 
blueprints for Larry Lerner, a cus- 
tomer. Jack L. Pelzner is the man 
standing. 


atin! ee | 
WATER HEATERS are among the 
companion items promoted along with 
kitchen sales. Sinks and plumbing 
fixtures are featured across the aisle. 


Why Women Buy 
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NEW GOODMAN LUMBER CO. 
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oS See as 
n a heavily-traveled 


Sa 


highway leading to cities south of San Francisco. A spacious parking lot is 


available on one side of the building. 








COMPLETE KITCHEN is set up in the Goodman store. In foreground are 


kitchen tables, chairs and unit cabinets which increase packaged sales. 


Here 


San Francisco dealer displays his wares, espe- 
cially kitchens, in “packaged units”: stays open two 
evenings weekly, hires extra salesmen Saturday to 


handle the customers. 


Many a man has learned that 
when his wife buys a new hat, 
it starts off a chain reaction. 
The result is often a bill for 
shoes, hose, dress and a string 
of pearls. 

The same buying psychology 
applies in a building materials 
store. A good example is the 
Goodman Lumber Co., San 
Francisco, where Edward 
Goodman, owner, has built a 
business that grosses over a 
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million dollars annually in re- 
tail sales. Women are respon- 
sible for 65% of these sales. 
Goodman loves his women 
shoppers. They come in for a 
can of paint, and go out with 
ideas for an entirely new 
kitchen complete with new 
sink, dishwasher, cabinets and 
a breakfast set of gleaming 
chrome and hard finish top. 
By displaying everything that 
is dear to a woman’s heart in 


home supplies and finishes, the 
same chain of events that moti- 
vates a woman when she buys 
a hat has been started. She 
won’t be satisfied until she has 
a complete “outfit.” 

“Of course,” remarks Good- 
man, “sometimes I could wring 
their necks, too. They shop all 
over the sales room, ask a mil- 
lion questions and three hours 
later go out empty-handed. 
But, I’m still satisfied, because 
weeks or months later the same 
woman, plus maybe a neighbor, 
may be back and, dragging 
father and his check book 
along, is ready for a truck load 
of supplies and equipment.” 

Goodman’s lumber and build- 
ing material business is strictly 
retail. At least 97 percent of 
his customers are individual 
homeowners, the kind of men 
and women who are handy at 
fixing things, never satisfied 
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“AND DON’T FORGET A _ DISH- 
WASHER” is the advice Jack Pelz- 
ner (right) is giving Larry Lerner. 


until their home is just the way 
they want it. These people are 
always open to suggestions and 
helpful advice. And that is 
where the selling job comes in. 

Four years ago, a disastrous 
fire wiped out the Goodman 
Lumber Company yard. No 
sprinklers. Ed started all over 
again, from the ground up, and 
you can bet there is a sprinkler 
system in his present structure, 
fed by two 8-inch mains direct- 
ly connected with the high 
pressure lines of the San Fran- 
cisco Fire Department. 

“When I had to build again, 
I decided that I had been over- 
looking the valuable influence 
of the women,” he says. “Usu- 
ally Father drove up to the yard 
and came in to do the shopping, 
while Mother stayed outside in 
the car. In my new place, I 
decided it had to be attractive 
for women, a department store 
of building supplies and ap- 
pliances for the home where 
women would like to look 
around and get ideas. It has 
worked out just that way. More 
often than not, it is the woman 
who is first out of the car and 
into the store now. 


Stimulates Package Sales 


“Another thing I did was to 
‘package’ my wares. Sinks are 
not stacked up like so many 
dead pigeons. They are ar- 
ranged in complete setups that 
include cabinets and _ stands, 
faucets and fixtures and hot 
water heaters. My ‘package 
kitchen’ is centered on a na- 
tionally-advertised kitchen as- 
sembly and everything that 
should go with a complete 
kitchen—linoleum, ranges, re- 
frigerators and freezers, tables 
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CONSUMER COUNTER !S STOCKED with several samples of door hardware. 
Rear wall is decorated with samples of plastic tile. 


and chromium finish chairs, a 
dishwasher, and garbage dis- 
posal units. 

“The ‘packages’ do half of 
the selling job. They make real 
the things the women have been 
thinking about piecemeal as 
they consider home improve- 
ment. Our job is to complete 
the sale by offering the neces- 
sary technical information, 
showing them how space limita- 
tion or other obstacles can be 
overcome to give them what 
they want. 

“Finally, in selling to wom- 
en, we try to overlook nothing 
that can possibly be needed or 
wanted to complete a job. If 
they are sold on a new set of 
cabinets, a new two-compart- 
ment sink and a dishwasher for 
their kitchen, remind them that 
new linoleum or tile squares 
should be installed at the same 
time; that walls should be in 
keeping with the new equip- 
ment with tile board or paint 
to be supplied; that while the 
plumbing is being installed, it 
is a good time to get a new 
water heater, and so on.” 


Although women were up- 
permost in Mr. Goodman’s 
mind when he arranged his 
show room, the men are not 
neglected. 


“Usually the women do most 
of the talking and ask most of 
the questions when they are 
planning improvements,”  re- 
ports Mr. Goodman, “but Fath- 
er is along and he is probably 
the one who will have to do 
most of the work and pay the 
bill. He wants to know the 
practical answers about meas- 
urements, what kind of nails 
and screws to use, and we see 


that he gets that kind of infor- 
mation. It is all a part of the 
‘package’ we try to sell.” 

Mr. Goodman doesn’t just sit 
inside his store and wait for 
customers to discover him. He 
goes out after customers with 
advertising. Former customers 
get reminders in the form of 
timely mailing cards; roofing 
supplies for fall just before the 
rainy season; building materi- 
als in June when city people 
are thinking about reopening 
their summer cabin at the beach 
or the mountains. The same sea- 
sonal approach is used for ra- 
dio “spot” announcements on 
local stations. 


Two-Column Ad Every Sunday 


Largest advertising expendi- 
ture is with newspapers. An 
item-packed two-column ad 
with illustrations, brief de- 
scriptions and prices appears 
practically every Sunday of the 
year in the San Francisco Ex- 
aminer. The Sunday circulation 
takes the paper into cities and 
towns a hundred or more miles 
away. It is not waste circula- 
tion, for customers regularly 
come from the fast-growing 
suburban cities lying south of 
San Francisco — Burlingame, 
San Mateo, Redwood City, Palo 
Alto and San Jose. 

An ad of similar size is car- 
ried in the Thursday evening 
edition of the San Francisco 
News, which gets action from 
city buyers who are planning 
a busy week end around the 
house or vacation cabin. 

Response from the newspa- 
per ads has made it necessary 
for Goodman Lumber Co. to 
stay open from 7 to 9 P. M. on 
Monday and Friday nights. 
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Rite Trim has 
the look of 
quality ... it is 
high quality, 
too, yet prices 
are modest! 
When you think of sliding doors 
remember Adams-Rite can supply 
the proper trim from a cup pull 
to a completely modern lock. 
You'll especially admire our lock 
. It installs as a single assem: 
bly even in narrow stiles by a 
simple cut-out, no mortise. Three 
types fit all doors from 144” to 2” 
in thickness. Adaptable to doors 
of either hand with deadlock 
either side and emergency un- 
locking feature opposite. For 
maximum security, pin tumbler 
cylinder operation in the escutch- 
eon is optional. Escutcheon meas- 
ures 414” x 2%”. 
A variety of stand- 
ard finishes avail- 
able on all Adams- 
Rite items. 









WRITE NOW FOR 
YOUR CATALOG 


ADAMS-RITE 


MANU MCTURING WU 


DRIVE, GLENDA 
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NEWSPAPER ADVERTISING is 
principal medium used by Good- 
man, who takes space in Sunday 
and Thursday newspapers to at- 
tract customers to the store on 
Monday and Friday’ evenings. 


People who have read the Sun- 
day ad flock in on Monday 
nights after work or drive to 
San Francisco from some city 
two or three hours’ driving time 
distant. Friday nights it’s read- 
ers of the Thursday night 
News. Many of them want to 
load up with supplies for their 
Saturday projects. 

Saturday is the biggest day 
for store traffic. Although the 
store is open until 1 p. m., 600 
individual sales are frequently 
rung up. Extra salesmen are 
hired for that half day, usually 
men working five days a week 
in some allied business such as 
planing mill, wholesale hard- 
ware establishment, etc. 

Salesmen ‘who make good 
with Mr. Goodman are well 
paid. A fair salary is offered 
for salesmen in training. Ex- 
perienced salesmen receive a 
bonus. “Some of the _ best- 
known executives in town don’t 
make any more than some of 
my salesmen,” says Mr. Good- 
man, “but they get that kind of 
money because they are worth 
it.” 

Behind the large showroom 
of the Goodman Lumber Com- 
pany is the warehouse, 225 feet 
in length. Here is stored the 
bulk of the merchandise. 

Eight delivery trucks are 
used. Retail customers always 
pay a nominal delivery charge, 
depending on how far away 
from the plant delivery is to 
be made. Mr. Goodman feels 
that “free delivery” leads to 
abuses. “Customers know that 
it costs money to run trucks 
and it is very seldom that any 
objection is made to a nominal 
delivery charge.” Within the 
city of San Francisco the 
charge will average $1.50 per 
delivery. To more distant 
places it will go to $5 or more, 
unless the truck is completely 
loaded for one delivery. 

Most of Mr. Goodman’s cus- 
tomers, however, come with 
their own vehicles, sometimes 
with trailer attached. 

“Make your place attractive 
for the women to come in and 
shop,” is Mr. Goodman’s final 
advice. “They’ll run you rag- 
ged, but they’ll build you a 
business.” 
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7s GOODMAN comes 


ee a alae ae cheas, 
COME IN AND eae 
BUILDING PLANS — Take As Long As 


30 MONTHS TO PAY 


ON! YMENT REQUIRED. NO SPCURITY~ - a 
CnGe. ‘Your POPROPERTY. NEED NOT BE PAID FOR! Por Remodel: 
Kitchea, » Bethrooms, Den, Remove ot Additios nat Boome, Genegen, New Rools, etc. 
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OPEN yonsay NITES ’TIL 9 


SPECIAL SALE of 
YOUNGSTOWN KITCHENAIDERS 


© the 42° Youngstown Kitchenaider on sale at 


8 


Youngstown Kitchenaiders 
e made of durable steel 













ie i, 


axe LUDE 


soll 


® the a4 \e= Drainboard s 
Sale price Of secccceeeecereteeserees Reg, 8199.0) 
¢ 66" Double Drainboard, Double Sink S166, 25 


unit at the sale pric a of. 
. 





Also Av eilebie—Well ‘ond Bese “Cabinets 


“KNOTTY PINE—BLEACHED MAHOGANY—WALNUT 


PREDECORATED 
SHEETROCK C 
The bee outy of real wood at less cost for *emodeling. 
| for -“ umpus room, pt . Requires no 
ping or pai rs 
Ya" thick, 4'x8° prise Rall says PePrrrritrt eee 


A) SPECIAL WHILE THEY LAST 


3-PIECE 
BATH SETS 
Includes 5-f. Cast Iron 
American Standard or Kohler 


Recessed Tub, Close - coupled 
Toilet, Seat & Wash Basin. 


164° 


ac iustrated 








Requicr $225.00 


Complete with all chrome fittings 





JUST RECEIVED —A NEW CAR LOAD 


KNOTTY PINE... .<.+. 16° 


x10 — 112 Kila Dry T & G Moulded Pattern 
Full Me * Stoch—Highest Quality from Weyerhecaser Mills 


Redwood Fence 


oe" High 








Close- Coupled 
TOILETS im 
For Your New Home ne 


Lose Seni ‘ 
ct Reg. $12.30 


ASPHALT SHINGLES | ROOFING PAPER 90= 














\THICK BUTT 75 | MINERAL SURFACE a 9 
\IST QUALITY. .$O....... DEL. cocccccccecvescce Pa 
Mahogany Plywood \.-:0—so. rr. ....... 19¢ 
FLOORING = Nrie......... sat. He 





ARMSTRON' 


HARDBOARD (Masonite Type);2'm... 10c 


TILE ‘BOARD | Waler Haalers x 


| With Grayson Thermostat Sg 
Guaranteed 









20 Gallon 
Reg. $51.05 ... 


30 Gallon 
Reg. 63.75 ..-. 
WASH 
BASINS 
20" « 18" 
20" 





ax’ ‘i 
Solid colors & = 
streamlined patterns v 


Reg. 46¢ Sq. Ft. 


> 3/; LINOLEUM DEPT. 
PS) sat SAVE MONEY. 


ON 
LINOLEUM TILE 
DESIGN YOUR OWN 

LAY IT YOURSELF 


SMART NEW COLORS 
PASTEL SHADES— . 106 


ASPHALT TILE : is ‘low a Fe ea. 


New Plastic Surface Kitchen Fleer Covering. 98 
Stain resistant, no waxing, easy to clean. Sq. yd. c 























OPEN wonosr a rosy NITES ‘TIL 9 
Store open daily from 8 te 5:30—Saterdey ‘til 1 


GOODMAN LUMBER Co. 


445 BAYSHORE@LYD, BET. ALEMANY & ARM 
BAST CREDIT TERMS ARRANGED 








ATWATER 2-5261 
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NO “SHORTS” 


Every Package of fora Bay 
PACKAGED TRIM is complete 


You won't get any “short lengths” in John Day 
packaged door and window trim. All parts are correct 
length and casings can be mitred. 


When you figure how much unsaleable short lengths 


cost you—in waste and extra handling while sorting — MA p 


you realize how much John Day packaged trim can Ma, 
save your yard. \ 


Add that advantage to these other John Day features 
and you have the best deal in trim today: 


BS 


Stays Clean e No Waste e Smooth, Even Grain e Cuts Deco- 
rating Costs e Kiln Dried, Superior Grade “A” Ponderosa Pine 


Write today for the name of your 
John Day packaged trim distributor. 


OREGON LUMBER COMPANY 


BAKER, OREGON 


ee 
<p 
: 


BUILDING Propucts MERCHANDISER 





















Ponderosa Pine 

PRODUCERS AND 

MANUFACTURERS 
Since 1889 
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~ Current Report of Retail Lumber Dealer's Business 












































Region1 Region2 Region’. Region4 Region5 Region6 Region7 Region 8 National 
> ° > fa 3 
os fe. 2 A | Re . 
o.8 S078 Ce Ge gf #4 : 
Base Fade Zs 5e £A ZD S ui 
be aS a > Ed 2 2" éé S| oe 
O CS fe Som A lee on™ 88 a> = oe 
ZZA20Q >pZks = ui =5 =e OF S) oe 
Sales 
Aug. ’51 vs. Aug. ’50 
Reporting less sales 91 % 81 % 66 % 93 % 86 % 86 % 40 % 65 % 
Reporting same sales 9 % 5 % 17 % 0 % 0 % 0 % 0 % 13 % 
Reporting more sales 0 % 14 % 17 % 7% 14 %&% 14 % 60 % 22 % 
Ave. drop in sales —15.5%  —15.4% —10.7% —19.0% -—145% —25.1% —10% — 82% —13.9% 
Sales Aug. ’51 compared 
with July ’51 5.7% — 15% + 5.2% + 86% + 7.0% +13.4% + 60% +88% + 58% 
Increase or Decrease in 
Lumber Sales by Retail Lumber 
Dealers in Footage 
Aug. 1951 sales 26 % below Aug. 1950 
Aug. 1950 sales 42.5% above Aug. 1949 
Aug. 1949 sales 11 % below Aug. 1948 
Accounts Receivable 
Comparison 
9-1-’51 vs. 9-1-’50 — 2.1% — 2.1% —12.2% — 5.0% —11.0% —10.7% —17.2% — 4.2% — 46% 
9-1-’51 vs. 7-1-’51 + 8% — 2.7% +15.4% +15.4% + 5.2% + 52% +10% + 60% + 2.0% 
Other Businessmen in Our 
Area Are 
Quiet 45 % 41 % 384 % 50 % 20 % 29 % 25 % 30 % 38 % 
Normal 41 % 50 % 66 % 33 % 40 % 57 % 25 % 57 % 48 % 
Busy 14 % 9 % 0% 17 % 20 % 14 % 50 % 13 % 14 % 
Are New Houses Selling a 
Rapidly? 
Yes 57 % 45 % 60 % ae ee eee 60 % 41 % 41 % 
No 43 % 55 % 40 % 75 % 100 % 100 % 40 % 59 % 59 % 
Availability of 
Mortgage Funds 
% say scarce 55 % 86 % 67 % 58 % 838 % 86 % 80 % 50 % 67 % 
% say enough 45 % 14 %&% 33 % 42 % 17 % 14 % 20 % 50 % 33 % 
Opinion of Labor Supply 
Searce 55 % 23 % 66 % 58 % 40 % 57 % 40 % 52 % 48 % 
Normal 27 % 50 % 34 % 42 % 40 % 29 % 60 % 48 % 41 % 
Plentiful 18 % ee, Se ee ee rae 20 % 14 % ne ae gel Pearae 11 % 
Retail Lumber Dealer’s In- 
ventory Position by Regions 
Sept. 1, ’51 vs. Sept. 1, ’50 
Average inv. + 6.2% + 4.7% +274% + 7.2% +16.3% +31.0% +19.4% +10.0% +11.0% 
Range +55% to +382%to +40%to +30%to +387%to +52% to +3 to +33% to 
—30% —25% +20% —20% 0% —10% —4% —12% 
No. under normal 14 % 23 % 0 % 25 % 17 % 29 % 20 % 22 % 
No. normal 63 % 54 % 80 % 59 % 67 % 28 % 40 % 58 % 
No. over normal 23 % 23 % 20 % 16 % 16 % 43 % 40 % 22 % 








Dealers Fight to Keep Sales Volume Up 


Coast-to-Coast dealer survey by Norm Mason shows business is down 
13.9% ; inventories up 11%; skilled labor in tight supply. See chart for regional 
summaries of Mason’s findings. 


Business for retail lumber 
dealers across the country has 
dropped an average of 13.9% 
below a year ago, according to 
the results of a survey just re- 
leased by Norm Mason, former 
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president of the National Re- 
tail Lumber Dealers Associa- 
tion and currently a director of 
the U. S. Chamber of Com- 
merce. 

Norm’s latest survey, com- 


November 2, 1041 


pleted in September, covered 
dealers large and small, oper- 
ating in every type of popula- 
tion and business area. 
Although sales were reported 
(continued on page 146) 
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Inthe months ahead 
be ahead with 


PHENIX 
All-Season 


Building 
Products 


New construction or replace- 
ment sales — they’re both your 
market when you sell quality- 
built, budget-priced Phenix 
building products. Every con- 
tractor and home owner is in- 
terested in the design and con- 
struction extras you offer them 
in Phenix doors and windows. 
Best of all—the competitive 
Phenix price helps you close the 
sale. Write for free catalogs of 
all fast-selling Phenix lines 
today. 























Conbtention 
Doors 


You can’t sell a stronger, better, more 
attractive combination door than a Phe- 
nix. It’s so good that it’s guaranteed 
against breakage . . . and made in such 
volume that the price is competitive 
with ordinary doors. Wedgelock con- 











struction — exclusive with Phenix — is 
the reason. Here’s the door to mer- 
chandise. 




















Combination Windows 


You'll spark your important small-home market with the low budget 
price of attractive Phenix All Season windows. All wood in construc- 
tion, they offer every feature always identified with combination win- 
dows... yet they cost no more than old-fashioned screens and storm 
sash. Promote the combination window with time-proved sales appeal. 
Keep yourself and your salesmen happy. 


Overhead Garage Doors 


St ee i Because the sectional Phe- 
4 amie ALPE tec. tn nix No. 700 wedgelock door 
ao 'f requires only 4 in. of head 
room, it can be applied on 
almost all existing garages; 
ae - ; : in new construction it re- 

i { | duces needed height, saves 
on building material. It 
comes in all standard sizes 
for quick, profitable turn- 
over; is packed with special 
operating features. And for 
a sure-fire “starter door” in 
the economy bracket, show 
' the Phenix No. 800 E-Z 
», Swing Door. It’s loaded with 
sales appeal. 
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4129 North Port Washington Rd., Milwaukee 12, Wis. 
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MAKES YOUR 
HOME TILE JOBS 


A\S 





Make that would be tile customer a customer. Tile 
laying becomes a cinch with a JMJ Tile Cutter 
on hand. Mitres, angles, out of line walls . . . Just 
a breeze. So, make that tile sale by suggesting a 
rental machine. 


REMEMBER ) |. Profit on the tile 
YOU GET 2. Profit from rental 


Inquire of your distributor or send name and ad- 
dress to JMJ, Dept F2 for full information about 


DEALER CUTTER RENTAL PROGRAM 


Rental program includes free ad mats, rental forms, and counter 
displays. 


J.M.J. PRODUCTS CO. 


otmé 
os ENGINEERS MANUFACTURERS 
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THIS HOUSE MET THE STANDARDS of beauty, econ- 
omy and performance set by Southwest Research Institute. 


New Gains in Housing Research 


Studies by the Southwest Research Institute 
aim toward superior housing in the moderate price 


bracket. 


BY C. W. SMITH 


Director, Housing Research Foundation 
Southwest Research Institute 
San Antonio, Tex. 


Scientific research has only 
recently been applied to studies 
of the housebuilding industry, 
and, the efforts in this field 
have been small and feeble 
compared with the vast re- 
sources and personnel devoted 
to technology in other fields 
such as transportation and 
communication. 

Even though initial research 
in housing has been limited it 
is certain, from the results at- 
tained in other fields of en- 
deavor and from the promising 
start made in the science of 
housing, that major changes 
will inevitably accrue as the 
work progresses, and acceler- 
ates in tempo, during the next 
decade or two. 

Strangely enough the disap- 


pointment of the public with. 


the promises for better house 
design made in the past is due 
largely to the great hope which 
exists that some revolutionary 
technique will cut housing costs 
in half overnight. Actually re- 
search makes things better and 
more desirable. Houses may 
never be less expensive than 
they are today. If houses ever 
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cost less it will simply be the 
result of a major economic up- 
heaval which will put beefsteak 
back to 25c a pound, and also 
cut incomes at least as much 
in proportion. 

Houses do, as a matter of 
fact, cost less today in propor- 
tion to incomes, and the price 
of other consumers’ durable 
goods, than they did a genera- 
tion or two ago. More families, 
both actually and also propor- 
tionately, own their own homes 
today than ever before in his- 
tory; and more families can af- 
ford to buy houses today than 
ever before. 

The dollar cost of houses is 
unlikely to decrease because 
people insist upon them being 
better equipped and better built. 
This trend is unlikely to be re- 
versed. In fact, it is this de- 
mand for convenience and com- 
fort which provides the greatest 
opportunity for scientific re- 
search. It is one aspect of 
housing that every housewife 
can understand and appreciate. 

Consider how kitchens have 
been improved through design 
research during the past 20 
years. They formerly consisted 
of a sink in a big open room. 
Tables were used for work 
areas and cupboards were items 


It is one of a 250-house propect in Morristown, N. J. With 
three bedrooms, two baths and a garage, it sold for $16,500, 


of furniture to be supplied by 
the owner. 

Today, through extensive re- 
search conducted by Cornell 
University, the University of II- 
linois Small Homes Council and 
the University of Oregon, 
among others, improved kitchen 
design standards are widely 
available. The consumer mag- 
azines and the producers of 
kitchen equipment have edu- 
cated the home buying public 
to demand built-in cabinets, 
adequate counter work space 
and more convenient locations 
for all appliances and equip- 
ment. 

Eventually kitchen cabinet 
design will be further improved 
to provide back-of-the-counter 
storage for electrical appliances 
and convenient drawers instead 
of doors and _ inaccessible 
shelves in the base cabinets. 
Better kitchen ranges which can 
be “built in” with the oven at a 
convenient height are now avail- 
able. Soon refrigerators and 
food freezers will be offered 
which will be “built in” to the 
base cabinets, thus providing 
more counter top work space 
and replacing the inconvenient 
shelves with more logical draw- 
er compartments. These trends 
are simply revolutionary. No 
one would think of buying a 
house without a built-in bath- 
tub today, yet only a few years 
ago they were all made with 
legs to be installed in old 
houses. 

One of the major objectives 
of research organizations is to 
determine similar design and 
technical improvements which 
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MERITS OF STRUCTURAL CON- 
CRETE slab flow designs are pointed 
out by Director C. W. Smith. 


can be incorporated into new 
houses to increase their livabil- 
ity and convenience. Insulation, 
for example, has become widely 
used in ceilings where heat loss 
can be markedly reduced and 
fuel economy effected. More 
available facts are needed to 
convince the public, and mer- 
chant builders of the comfort 
advantages in side-wall insula- 
tion. 

In fact, more and more dem- 
onstrations are needed of all 
the superior qualities of ap- 
pearance, livability and _ per- 
formance which can be incorpo- 
rated into houses of moderate 
price through attention to basic 
design objectives. At South- 
west Research Institute, the 
Housing Research Foundation 
is continually working with 
merchant builders and their 
architects to assist them in 
achieving these superior qual- 
ities in houses for sale to the 
public. 

Supported entirely by endow- 
ments contributed by leading 
business corporations interested 
in improving the living stand- 
ards of American families, the 
Foundation through its Certi- 
fied Quality House Program, 
reviews plot plans, site plans, 
house plans and specifications 
for merchant builders and 
dealers at no cost to them, and 
suggests ways in which their 
plans can be improved to pro- 
vide the maximum value for the 
price. 

Where builder’s plans repre- 
sent superior quality at mod- 
erate cost, the Foundation per- 
mits use of its Certificate of 
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LABORATORY PERFORMANCE of materials is being evaluated in one of the 
testing studies at Southwest Research Institute. 


Quality and its Seal of Ap- 
proved Quality Design. This 
award helps the home buying 


Quality Objectives 


Quality in houses is a relative 
factor which is a composite of 
many important considerations 
including price. The items 
stressed by the Housing Re- 
search Foundation are some- 
times neglected by builders of 
speculative houses. Some of 
them are: 

1. Site planning to take ad- 
vantage of views, summer 
breezes, winter sunlight, the na- 
tural features of the site, and 
to provide privacy for family 
living indoors and out. 

2. Efficient use of space; 
rooms planned for more than 
one use wherever possible. 

3. Provision of ample, well- 
designed, and easily accessible 
storage spaces. 

4. The use of open planning, 
especially in small houses, in 
order to make small rooms seem 
larger. 

5. Provision, wherever pos- 
sible, of a place for such activi- 
ties as games, music, dancing, 
shopwork, etc., where they will 
not disturb others in the family. 

6. Provision for outdoor liv- 
ing, designed as part of the 
family living space. 

7. Inclusion of sufficient insu- 
lation, vapor barriers, ventila- 
tion, heating and cooling equip- 
ment to provide comfort at both 
high and low temperature ex- 
tremes. 

8. Use of materials and equip- 
ment which will give long serv- 
ice at minimum maintenance 
expense. 

9. Superior qualities of ap- 
pearance, performance and liv- 
ability in relation to the price. 


public identify houses of supe- 
rior value and insures the 
builder widespread recognition 
for a “job well done.” 

Many new houses built today 
are no better structurally than 
those built 20 years ago. In fact, 
for the same money, older 
houses contain more space. This 
is not due to lack of knowledge 
about how to build better 
houses, it is due to a lack of 
competitive incentive. Regula- 
tion “X” and higher taxes have 
made home buyers more par- 
ticular. 

Once builders realize the pub- 
lice preference for quality 
homes and begin to offer houses 
of superior design and value 
they will begin to attract dis- 
criminating purchasers and to 
create a demand which does not 
now exist. That is the market 
of the future and one which will 
assure a continual and steady 
volume of housebuilding to sup- 
ply families who already own 
houses but want better ones— 
better ones than they are 
offered today. 

Southwest Research Institute, 
like many other institutions, is 
conducting laboratory research 
into new techniques which will 
improve houses and help home 
buyers obtain better value for 
their money. 

Among the projects con- 
ducted by the Housing Research 
Foundation was one which em- 
phasized fallacies in current 
notions about mortgage finance 
policies pointing out the ad- 
vantages of optional consumer 
finance plans to fit a variety of 
family incomes; the pointless- 
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ness of arbitrary down payment 
requirements; and the logic of 
basing FHA appraisals on max- 
imum objectives of quality in- 
stead of minimum construction 
standards. 

The other paper presented a 
review of the current situation 
regarding construction finance 
advances to builders and de- 
scribed how such interim con- 
struction payments should be 
based on fact rather than 
prejudice and the lower inter- 
est rates; larger ratio loans and 
ultimate economies which could 
safely result from the applica- 
tion of logic and common sense 
to this area of housing finance. 

The Foundation conducts 
continual surveys of house oc- 
cupants to accumulate factual 
data on family preferences, 
livability factors and the eco- 
nomic considerations moti- 
vating house purchases. 

Under sponsorship of the 
Housing and Home Finance 
Agency of the Federal Govern- 
ment an engineering study is, 
for the first time, being con- 
ducted into the design of con- 
crete slab floors for small 
houses and how such slabs may 
be built equally strong and as 


resistant to deflection for less 
money or, conversely, how they 
may be made stiffer for the 
same cost per square foot. 

This project involved devel- 
opmental work in soil mechan- 
ics and called for perfection 
of a new technique whereby 
1/12th scale models of rein- 
forced concrete could be used 
to evaluate the performance 
characteristics of slab floors of 
various designs under extreme 
loading conditions. 

As consultant to the South- 
ern Building Code Congress the 
Foundation is studying the ad- 
ministrative functions of code 
officials, investigating struc- 
tural properties, fire resistance 
and other pertinent perfor- 
mance characteristics of struc- 
tural components and evolving 
criteria for judging standards 
of structural performance, 
safety and health. 

Just starting is an attempt 
to evolve formulae by means of 
which the relative value and 
efficiency of housing compon- 
ents may be judged more accur- 
ately and selection of materials 
and equipment made more in- 
telligently to fit various instal- 
lation combinations and appli- 





Also underway is a project 
sponsored by the Housing and 
Home Finance Agency to ex. 
plore the advantages and dis- 
advantages of applying the de. 
sign principles of modular 
coordination to exterior wal] 
components of houses. This 
study involves fabrication of 
pre-engineered wall panels, 
windows, doors, and ventilating 
louvre units of a basic modular 
size which is a multiple of the 
4” grid. All of such exterior 
wall components are inter- 
changeable, thus achieving de- 
sign flexibility while still 
eliminating the prohibitively ex- 
pensive cutting, fitting, and 
patching required with conven- 
tional materials at the site. 

Included in this project is 
the designing of a house to 
utilize the pre-engineered mod- 
ular exterior wall components 
along with storage wall interior 
partitions. The installation of 
plumbing, heating, and electri- 
cal equipment in cabinet wall 
partitions will be studied and 
the economic and administra- 
tive factors involved in fabrica- 
cations, climatic ranges, and 
price variations. 

(continued on page 148) 
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As long as trees grow, Southern 
will be harvesting them on its own 
fee holdings. That means we're 
here to serve you always because 


WE GROW OUR OWN TREES 
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OPPORTUNITY 
KNOCKS 


pence 


If it’s a 
Wisconsin Knight* 





What do you ask about a door? Does 
it sell? Is it accepted by the con- 
sumer? Is it a quality product? Is it 
priced right? 


The answers are right . . . from Wis- 





consin Knight! 


Wisconsin Knights are selling—fast— 
all over the country! You'll find them 
as “costume jewelry” in model homes 
everywhere, pride of the owners. 
Made in Detroit, world center of pro- 
duction perfection, the Wisconsin 
Knight is a precision door — square 
cut, permanently glued, velvet sanded. 
And for low price, they ask no quar- 
ter in the most competitive areas. 


23 DIFFERENT STYLES & GRADES! 


* Complete variety under one trademark. 


* Gum and Birch faces; usually one piece, otherwise 
matched for beauty. 


* Interior and exterior models; with or without lights. 
* Hollow, half solid, full solid cores. 


* ALL WOOD cores; no paper, cardboard, composition, 
thin veneer. 





* Balanced construction; easy to hang; simple to trim. 
* Sold through recognized distribution channels only. 
* Nationally advertised. 

* Guaranteed in writing, of course. 


Sold through 
established trade 
channel only. 


DISTRIBUTORS—Stock this 
beautiful, fast-selling door 
for more business. 

RETAILERS — Write for 


name of your distributor. 











Ly 


Guaranteed 





Costs nothing to investigate! 


CALL COLLECT 


WISCONSIN FLUSH DOOR 


Manufacturing Company 


TExas 4-8010 


10101 Lyndon Avenue Detroit 21, Mich. 
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Many sales opportunities 
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A-8, A-Il A-6 OUTDOOR A-I,A-I SPECIAL, A-7,A-9, A-10 
MAIL BOX LANTERN A-2, A-3, A-4 CLOTHES 
POST POST ADJUSTABLE POST 
JACK POST 


Complete line of posts. Each Red-I-Post packed individually 
in cartons for easy handling by you and your customer. Saves 
space in warehouse. Made in standard sizes. 


For prompt information and prices, write .. . 


THE SAWHILL MANUFACTURING CO., SHARON, PA. 


Name__— 5 





is ee 
Address___— 











KEEP FLOORS LEVEL AND SAFE 


THE SAWHILL MANUFACTURING COMPANY 
SHARON, PENNSYLVANIA 
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MRS. PAT WOLF in the kitchen of the demonstration unit at the ABZ Lumber 


Co., Denver. 


Kitchen Demonstrations Sell Many Materials 


Classes for homemakers are used 
by the ABZ Lumber Co. in Denver 
to promote not only kitchen sales 
but sales of building materials 
generally. 

Mrs. Pat Wolf, who designed the 
kitchen at ABZ, holds homemakers’ 
classes on Tuesday and Thursday 
evenings... At these classes home- 
makers are invited to ask questions 





ELECTRICAL ACCESSORIES are 
given special display promotion in this 
compartmentalized fixture. 


Colorado Store Doubles 


Sales of Electrical Fixtures 

Sales of electrical fixtures have 
doubled since the Valorie Lumber 
Co., Littleton, Colo., installed a 
floor island devoted exclusively to 
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that come to their mind regarding 
any type of building material or 
remodeling project. The ladies are 
shown how to use tools ordinarily 
found in the average tool chest. 

The two-hour session includes 
actual demonstrations of the kitch- 
en range and the various appli- 
ances. As many as 30 women attend 
these demonstrations. 


these items, and called it “The 
Electric Door Service.” 

This island top is divided into 
some 50 compartments. “Bring Us 
Your Electrical Problems,” states 
the sign on top of this island. The 
display includes a good many elec- 
trical accessories not ordinarly 
found in such a display. In addition 
to plates, extension cords, junction 
boxes, etc., yard manager Richard 
Valorie has stocked accessories to 
meet special homeowner problems: 
plugs with oversize bayonet inserts 
or with adjustable bayonets for 
worn wall outlets. A “‘pressure plug”’ 
wall socket to prevent a multiple 
outlet from being torn out by a 
jerk of the cord; automatic switch- 
es, timers, luminous switch plates, 
simple-electrical repair kits, etc. 

Word-of-mouth publicity about 
its complete line of electrical ac- 
cessories has more than doubled the 
sale of these supplies for Valorie. 




















ELIT Ty 
ae SS = 


-~< Qi 


A KITCHEN OF BEAUTY 


You can have a lovely kitchen 
with ample storage space and 
dust free cabinets. A place for 
everything and everything in its 
place. 


These wall and base cabinets 
are developed sectionally yet 
provide a custom built effect. 
Drawers slide silently and 
shelves are adjustable. 


You not only gain the advan- 
tage of carefully planned func- 
tional space, but you have pro- 
vided an inspiration for your 
culinary skill. 


Picture if you can a_ lovely 
asphalt tile kitchen floor, new 
wall and base cabinets, deco 
rated to your own plan of color 

. all comfortably arranged 
on low monthly payments. 
Bring in the dimensions of your 
kitchen and we will submit a 
complete plan. 





Manager 


CENTRAL 
LUMBER CO. 











Kitchen Promotion 


Personalized 

Personalized promotion of kitch- 
ens and other products is accom- 
plished by the Central Lumber Co. 
with yards in Minnesota, North 
Dakota and South Dakota, by using 
the picture of the yard manager 
in each town with the respective 
ad. 
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KITCHEN DIS- 
PLAY on rollers 
attracted unusual 
interest at the 
opening of the 
new Thompson 
Lumber Company, 
Champaign, Ill. 


Kitchen on Rollers is Magnet at Store Opening 


This L-shaped model kitchen at- 
tracted a lot of attention a few 
weeks ago at the opening of Clar- 
ence Thompson’s new store in 
Champaign, Ill. The manufacturers’ 
representative gave away over 600 
plate scrapers to people passing the 
exhibit which is mounted on rollers 





SALESMAN ANDY ANDERSON of 
Chicago’s south side Hill-Behan yard 
illustrates how a piece of hardboard 
looks when converted into valance 
stock. 


Hardboard Cutoffs Make 


Saleable Valances 


Hardboard cutoffs left over from 
a siding job were placed on sale in 
the retail office of the Hill-Behan 
Lumber Company of Chicago, but 
moved slowly. Then someone hit on 
the idea of cutting the pieces into 
valance stock. 

The pieces, of varying widths and 
lengths, went like hotcakes. Cut 
from 5/16 tempered hardwood they 
could be sold (in one size, for ex: 
ample) at 35c a linear foot, as com- 
pared to 60c a linear foot for lumber 
stock. 


BuiLpING Propucts MERCHANDISER 


for greater mobility. 

The Thompson Lumber Co. does 
an excellent job in merchandising 
these kitchens. Seven salesmen are 
in the field. They make a majority 
of their sales to small contractors 
in the Champaign-Urbana area. 








FRANK’ SLANDA of the J. G. Roy 
Lumber Co. looks over the tileboard 
inventory. 


Tileboard Storage 
Made Easy 


Storing tileboard so that it is 
easily accessible, yet departmental- 
ized according to color and grade, 
has been handled by J. G. Roy 
Lumber Co., Chicopee, Mass., by 
erecting a series of 35 compart- 
ments for six and eight-foot length 
boards. 

The wide selection found here 
includes 12-inch wide scored boards, 
streamlined and plain. The store 
ordinarily keeps six different colors 
of tileboard in inventory. 
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Display Sells Roofing 
and Siding 


A good way to display roofing 
and siding, to enable the customer 
to see how it will look when applied, 
has been devised by Sydney L. 
Smith, secretary-manager, W. 
Yates Lansing, Inc., Rensselaer, 
} > A 

The display consists of roofing 
and siding panels with handles on 
the sides for easier handling by 
the salesman. The sliding panels are 
36 x 42; the roofing panels 35 x 24. 
Each panel can be slipped onto the 
demonstration model in a matter of 
seconds and the prospect can see 
at once how the various color com 
binations will look. 

The beveled siding panels are 
1%x6; % x 8; 3% x 10. Six shades 
of roofing are in panel form. When 
not in use the storage panels are 
kept in a special cabinet, the up- 
per third for roofing panels and 
the lower two-thirds for siding 
panels. 








Keep's 'Em Neat 

Here’s how W. F. Hoppe Lumber 
Company, Lincoln, Nebr., keeps 
roofing samples available for in- 
stant use and in apple pie order 
at the same time. Samples are slid 
into yard made shelves, This way 
samples are always clean and neat; 
never in sloppy disarray. 
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S. HORACE SCOTT, owner of the 
Scott Lumber Co. in Amarillo, Tex. 





RUBBER-WHEELED LUMBER CARRIERS are used to 
bring lumber into the yard from a siding a few blocks 
away. Saves tying up trucks for a long period. 








ALL-GLASS STORE FRONT and attractive lumber warehouse catches the at- 


tention of motorists on this heavily-traveled highway. 


40 | 40-'40 (40 » 


* 4 40,40 


S40, wa 


Selling from the Sales Floor 


Big Amarillo (Tex.) store brings every type 
of building material out where it can be seen. Wide 
variety of items includes giant hand-tool display. 


As aggressive in its merchan- 
dising practices as the fast- 
growing city in which it is lo- 
cated, Scott Lumber Co., Ama- 
rillo, Tex., is expanding its 
lines and services to meet the 
demands of this capital of the 
Panhandle. 

S. Horace Scott, the presi- 
dent, has a young organization. 
Not one of the 10 members of 
his staff are over 30. Scott him- 
self is young in years, but his 
experience in the retail lumber 
business covers 17 years with 
the exception of three and one- 
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half years out for Army service. 

Three of the top employes 
have stock in the company and 
all of them share in a bonus 
plan, life insurance and vaca- 
tion coverage. Ben M. Simms, 
yard foreman, attended the 30- 
day short course at Southern 
Methodist University, and other 
employes take advantage of 
company meetings sponsored 
by manufacturers’ representa- 
tives. 

One of the most appreciated 
employe benefits is the hot, free 
lunch served each noon in a 
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NAILS are readily available in the store in large quanti- 
ties or small bags. 
holding a 10-pound bag. 


Robert Longest, Scott bookkeeper, is 


separate building in the rear 
of the store. The neat lunch 
room is combined with a fully- 
equipped kitchen, where Mrs. 
Anna Walser prepares tasty 
meals. The idea keeps the Scott 
employes together during the 
noon hour. 

Scott’s new store, opened just 
two years ago, is on a through 
route to Dallas-Fort Worth; 
additional traffic results from 
the athletic stadium and fair 
grounds being not too far away. 
Plenty of parking space is 
available to handle this traffic. 
From his corner office, Scott 
has a full view of the yard 
through casement and double- 
hung windows. His office 1s 
close to the store’s yard en- 
trance, which is favored by the 
large number of farm and 
ranch customers. 

The substantial volume of 
farm business is reflected in 
the dozens of items especially 
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RAY W. NUNN, assistant manager, 
stands beside the cash register, which 
is posted on the front with bad checks 
accepted by the Scott firm without 
verifying the customer’s credit. They 
don’t add up to much money, but have 
an excellent psychological influence 
on credit seekers. 


for this trade found on dis- 
play. A partial list of these 
items includes: cow bells, gal- 
vanized pails (8, 10 and 12 qt. 
capacity) ; mail boxes, belts for 
farm machines; wash _ tubs; 
gasoline tanks; water bags, 
animal traps, rope, metal 
louvers, stove pipe; pipe and 
pipe fittings (pipe threaded up 
to one inch); plumbing sup- 
plies; fencing; barn and roof 
paint; tool handles; water- 
proofing cement, etc. 

The store display of two na- 
tionally-famous lines of car- 
penters’ tools extend the entire 
depth of the store on wall and 
island fixtures. Look elsewhere 
in this article for a detailed list 
of these tools. Scott feels that 
by stocking nearly every con- 
ceivable need for hand tools he 
is satisfying the majority of 
his customers — the farmer- 
rancher and the mechanic- 
builder. An interesting side- 
light is that each of these tools 
is plastic sprayed to prevent 
rust before being placed on the 
shelves. 

_ This operation is performed 
in a department in the rear of 
the store where every item is 
price-tagged before being put 
on display. The code tag in- 
dicates the name of the com- 
pany from which the product 
was purchased; date of pur- 
chase; cost and selling price. 
Nails are bagged in five-and- 
ten pound lots and_ stocked 
right next to the consumer 
counter for customer conve- 
nience. Rolls of roofing and 


BuILDING Propucts MERCHANDISER 





TASTY MEAL is served each noon free of charge to Scott employes. Left to 
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right, M. B. Allen, contractor; Mrs. Anna Walser, cook; Ray W. Nunn, assistant 
manager; Harold Terry, truck driver; E. V. Rosenbaum, agent, Indiana Lumber- 
men’s Mutual Insurance Co.; Ben M. Simms, yard foreman. 





PRICE TAGGING of every item is 
done by Carl Thomas, Jr. before these 
items go onto the sales floor. Code 
gives cost, selling price and other im- 
portant information. 





& 


ROLL ROOFING and siding displays 
right on the sales floor save many 
steps to the warehouse to fill broken 
orders. 


4 Display tips from the Scott sales floor ¥ 
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TOOL HANDLES of all kinds are 
stocked neatly by the simple device 
of putting a nail in the top of each 
handle, which slides easily into this 
fixture. 

















WALLBOARDS of all types are also 
kept on the sales floor in vertical 
storage bins. It makes it easy for the 
customer to find the design and style 
of the board he needs. 
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A dependable 
source for 


SUPERIOR 
QUALITY 


BIRCH 


x « * 
CARLOAD SHIPMENTS OF 


BIRCH 
PLYWOOD 


STOCK PANELS 


Grades A-A, A-1, A-2, A-3, 1-1, 
1-2, 1-3, 2-2, 2-3, 3-3. All thick- 
nesses: iy" to 34”. Complete stock 
sizes. 


BIRCH DOOR PANELS 


Grades available: A-3, 1-3, 2-3, 
3-3, in 4%” and 3%”. All panels are 
3-ply. 

All Birch plywood meets Bureau of 
Standards specifications. 


BIRCH VENEER 


Rotary and Sliced Cut Face Ve- 
neer. Standard Thicknesses, 
Lengths 30” to 100’. Backs, Cross 
Banding and No. 1 Sheet Stock. 


L.C.L. or CAR 
SHIPMENTS 


now available from our new 


DETROIT WAREHOUSE 
including 
DOOR PANELS 
birch and gum \ and %. 


STOCK PANELS 


birch and gum, all sizes 


SHEATHING 
fir and gum, all sizes 
Specify your Requirements 


‘cum 2 


W.R.BRAUND 
Company 


Room 214 Wabeek Building 
276 West Maple Avenue 
Birmingham, Michigan 


Telephone— Midwest 4-3450-51-52-53 
Birmingham TWX 500 

Detroit Warehouse— 
Tel. TY 4-4095 
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siding are displayed on a single 
fixture for that purpose. It 
makes it easy to cut a broken 
size order right on the sales 
floor, saving steps to the ware- 
house. A wide selection of wall 
and tile boards is stored ver- 
tically in more than a score of 
compartments right on the sales 
floor. 

For the convenience of cus- 
tomers there are two comfort- 
able chairs at either end of the 
consumer counter, so customers 
will not have to stand while a 
bill of goods is being figured. 

Besides the lines already 
mentioned, the store has an ex- 
tensive stock of paints along 


Types of Tools Available at Scott's 


ies 
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HAND TOOL DISPLAY runs the entire depth of the store. 
neath contain related tools to the major items displayed on the wall. 


Hammers 
claw, 16 & 20 oz. 
ripping, 16 & 20 oz. 
finish, 7 & 13 oz. 
tack, several types 
machinist and shop 
brick 
Saws 
pruning 
meat 
nail and bolt 
cutting 
compass and keyhole 
hack 
coping 
Knives 
jack knives 
putty knives 
insulation board knives 
linoleum knives 
Screw drivers 
hand drivers 
ratchet type 
spiral type 
Trowels 
pointing 
brick (float, float handles) 
brick mason’s string 
brick jointers 
finishing 


November 


’ 
“~ 


with several islands of acces. 
sories like wax, filler solvent, 
enamel, liquid glue, screen 
paint, ete. Also complete lines 
of builders and cabinet hard. 
ware. The store keeps a num- 
ber of traffic items for women: 
ironing boards, pressure. cook- 
ers, furniture polish, genera] 
housewares, etc. 

The store has a floor-to-cei]- 
ing glass front. The sales build- 
ing is 60x90. A_ well-painted 
warehouse with a_ neatly-ar- 
ranged stock of lumber adjoins 
the store and is easily visible 
to passing motorists. The motto 
of this enterprising organiza- 
tion is “The Yard and Store of 
Courteous Service.” 
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Levels 
metal 
torpedo 
pocket 
Rules 
folding, 6, 8, 10 ft. 
tapes (25, 50, 75 % 
metal and cloth) 
Wrenches 
adjustable 
pipe 
end 
socket wrench sets 
Levels 
torpedo 
pocket 
Blades 
hack saw 
coping saw 
compass saw 
Squares 
framing 
combination 
try 
Bits 
ayger 
ship auger 
car 
expansion 
(continued on page 150) 
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This is the concluding article in this 
series. A new series, “The Seven 
Stages of Sales Management,” will 
start in the next issue. 











Vill INTEGRITY 

Integrity is given last in this 
list of eight selling attributes, 
because a man can have all of the 
other seven to a highly develop- 
ed extent ad still fail miserably 
without it. Hitler, Napoleon, and 
Mussolini are outstanding proofs 
of this statement. 

Integrity is more than finan- 
cial honesty, although that is 
part of it. It is honesty of 
thought, intellectual honesty; 
honesty of emotion; absolute 
sincerity; honesty of expres- 
sion; truth in selling. 

Integrity is ethics in practice 
—a conditioning by moral val- 
ues. It is listening to “that little 
elf at our elbow called con- 
science.” It is relating ideas to 
ideals before taking action. It 
is accepting personal respon- 
sibility to family, to the com- 
pany, to the boss, to associates, 
to customers, to government and 
even to competition! It is sports- 
manship and the applied Golden 
Rule in human relations. 

Integrity is grounded in be- 
lief—belief in self, in the good- 
ness in human nature, in prod- 
uct, in company, in industry. It 
expresses itself in loyalty — 
loyalty to associates, to the boss 
and to the customers as well as 
to self interest. It is reliability, 
dependability, trustworthiness 
and a high sense of justice and 
honor; it is leaning over back- 
ward to be fair and square; it 
disdains to use trickery, sub- 
terfuge, and pretense; it is 
keeping every promise, getting 
to every appointment on time, 
filling every contract; it is being 
before having, giving before get- 
ting and always delivering a 
little more than one is paid for. 

The man of integrity “sells 
goods that won’t come back to 
customers who will.” Integrity 
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Building a Stairway to the “Stars”’ 


involves cooperation, working 
harmoniously with others in all 
organizations with a common 
boss. 

The man of integrity is a good 
follower as well as a good leader. 
He obeys his superior enthusias- 
tically and sells an enthusiastic 
viewpoint to those who work 
with and for him. He takes the 
trouble to help his customers 
buy intelligently. Every cus- 
tomer he sells welcomes him 
back again. He would rather 
lose a sale than have a customer 
feel that he has made a bad 
buy as soon as he is out of sight. 
He has orderliness of mind and 
cleanliness of heart. His spoken 
word is as good as a written 
bond. 


Here are nine suggested ways 
to fortify Integrity: 

1—Discipline yourself by 
proving every selling point you 
make. Use the following kinds 
of proofs and supplement this 
list from your own resourceful- 
ness: 

Laboratory reports of tests. 

Guarantees of satisfaction. 

Offer free samples for tests. 

Personal experience with 
product. | 

Statistics of number in use. 

Supply testimonials from 
people known to buyers. 

Long lists of satisfied cus- 
tomers. 

Personal visits to users. 

Actual performance stories. 

Offer a free trial or demon- 
stration test. 

2—Fortify your credit stand- 
ing. Get a reputation for paying 
your bills. Establish credit with 
banks and stores—but don’t do 
so unless you expect to meet all 
obligations on time. Budget 
your expenditures so that you 
never endanger your credit repu- 
tation. 

3—Never overstate your case. 
Don’t exaggerate. Undersell 
rather than oversell. Do not 
let self interest overbalance 
customer’s interest. 

4—-Strive to make your prop- 
osition a_ believable bargain. 
The only part of your sales 
that has any meaning whatever 
is what your customer believes. 

5—Cherish company prop- 
erty, money, equipment and 
tools. Care for them as you 
would like to have them cared 
for if you were boss. 


By ARTHUR A. HOOD 


Editor American Lumberman 





6—Practice painstaking ac- 
curacy in your daily work. 

7—Fight for and _ protect 
company profit. The integrity 
of company service is based on 
an adequate net profit. It rep- 
resents your job security as 
well. 

8—Apply the five-point for- 
mula of the free competitive 
enterpriser: Serve, Sell, Save, 
Spend and Share. 

To serve to the limit of my ca- 
pacity and ability 

To sell my services at a fair 
and profitable price 

To share with those who help 
me serve and sell 

To save a part of my income as 
an investment in tomorrow 

To spend the balance with those 
who buy my services 
9—Strive for maturity. This 

is the highest goal for the in- 

dividual. Maturity embraces all 

eight of the attributes and 

qualities we have listed, but it 

will sacrifice all material things 

to integrity. 

We have listed *The seven 
ages of a salesman—the ama- 
teur, the student, the tech- 
nician, the personality, the cre- 
ator, the professional and the 
leader. 

To be even an amateur sales- 
man you must have interest in 
others. 

To become a student salesman 
you must acquire intelligence. 

To rise to a technician you 
must become industrious. 

Then to achieve the level of 
a selling personality you must 
have a magnetic infectiousness. 

To climb the fifth step to the 
creative level, you must employ 
ingenuity. To achieve the pro- 
fessional level one must have 
initiative and intestinal forti- 
tude and finally to become a true 
leader of men you must have 
the highest integrity! 

There will be no road blocks 
on the pathway to success for 
the man who knows where he 
is going, who knows what it 
takes to get there, who will ac- 
cumulate the required payment 
for what it takes and have the 
willingness and the follow- 
through to pay the price. 

The way to superior selling 
and successful living is open, 
the course is marked. Are you 
ready to start? 





*See April 21, 1951 issue. 
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TRUSSED RAFTERS, used in this house to hold down 
costs while maintaining high quality, do not in any way 
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affect the appearance. Inside partitions can be laid out 





TRUSSES can be assembled in a simple jig. Individual pieces are cut to shape 
using patterns. Nails are used for assembly. No special training is needed. 


for maximum convenience and space utilization since no 
bearing walls are required. 


Explain trussed rafter 
construction to your 
home prospects and to 
carpenter-contractors— 
It will save them both 
money and make more sales 
for you. 


Trussed Rafters Mean More House for the Money 


This house uses the economy of trussed rafters. 
Basement plan or utility room work equally well. 


This straight-forward, neatly 
designed small home incorpo- 
rates two of the most practical 
ideas that have come out of re- 
cent housing studies: the 
trussed rafter and the alternate 
plans for basement or base- 
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mentless construction. 

Savings acruing from trussed 
rafter type construction were 
first investigated and tabulated 
by the Small Homes Council of 
the University of Illinois. The 
Lumber Dealers’ Research 
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Council has also backed re- 
search on this subject. : 

Practical savings to the typl- 
cal small builder are obtainable 
when he uses the truss type of 
construction. This, in turn, 
means the home buyer can ex- 
pect more house for his money. 

The basic thought behind 
trussed rafter construction 1S 
to provide as complete freedom 
as possible inside the structure 
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BASEMENTLESS HOUSES are becoming continually 
They are widely used in the southern part 


more popular. 
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of the country as well as the north. Notice storage space 
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BEDROOM 
8'-0" x 
11’-10" 


LIVING-DINING AREA. § 
15-10" x 17-8” NS 


HQ 


GARAGE 


PLANS ARE ALSO AVAILABLE with basements. 


BEDROOM 
12-0" x 11-10" 





These are more practical 


when large storage areas are needed and are more practical for some types of 


heating plants. 


for the application of any of 
many kinds of interior finishes, 
not only on the walls but on 
the ceiling as well. 

For example, this particular 
house, when closed in, could 
have the ceiling applied over 
the entire area, using four by 
eight sheets, with no waste 
whatever. The outside walls, 
similarly, can be applied with 
four by eight sheets stood ver- 
tically, with cutting being re- 
quired only around openings. 

After these jobs are done 
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with perfect freedom of action, 
then the interior walls are 
erected. Definite savings can 
be achieved using this construc- 
tion procedure—both in mate- 
rials and labor. 

Actually, it is possible to lay 
the finish floor, also, before 
erecting interior partitions. 

Look at the floor plan of this 
house; picture it without any 
inside partitions; then imagine 
the ease with which the ceilings, 
floor, and walls could be fin- 
ished without any cutting or 
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is provided in the garage to substitute for basement 


Be prepared with plans 
that feature the slab 

type construction. But 
show plans that can also 

be had with basement. 


fitting except around wall 
openings. 
The inside dimensions are 


carefully planned so that stand- 
ard size panels will fit without 
cutting. This is modular de- 
sign. It can help cut housing 
costs. 

All house plans now being 
featured in AL & BPM incorpo- 
rate the modular design fea- 
ture. 

Another feature of the cur- 
rent series of AL & BPM plans 
is the availability of alternate 
plans for either basement or 
basementless houses. 

As is the case with the other 
houses, this plan is carefully 
worked out so that the utility 
room handles the features that 
would ordinarily be included in 
the basement. When requesting 
information about plans be sure 
to specify “basement” or “base- 
mentless.” 


For your information: Please refer 
to plan LD 200 when requesting addi- 
tional information about this plan. 
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AMONG THE DEALERS 





<< 


NEWLY ELECTED OFFICERS of the Oklahoma association include (left to 





right) Dale Carter, Tulsa, vice-president; R. A. “Bob” Parker, Ponca City, presi- 
dent; and Alfred Leonhardt, Oklahoma City, treasurer. 


Oklahoma Leads Off 
Convention Season 


The fifth annual convention 
of the Oklahoma Lumberman’s 
Association, held October 15-17, 
at Oklahoma City, was a record- 
breaker in every department. 
For the first time attendance 
passed the 2,000 mark, the ex- 
hibit hall was a complete sell- 
out, and everyone in attendance 
agreed it was the biggest and 
best ever. 

With one extra day added to 
the convention, which enabled 
exhibitors to setup displays in 
advance of the official opening, 
the huge exhibit hall sparkled 
when the first registrants 
streamed into it. A total of 145 
individual exhibitors filled to 
capacity the total of 170 booths. 

Another first also was reg- 
istered when, for the first time, 
lumber dealers had the oppor- 
tunity to see an actual demon- 
stration of farm buildings in 
their completed form. This was 
possible on the tour of the 
model farm operated on the 
outskirts of Oklahoma City by 
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Oklahoma A. and M. College. 
The farm is one of the major 
projects of the Oklahoma Lum- 
bermen’s Association, and each 
year in the spring at a big field 
day, the state lumbermen fur- 
nish material and labor to 
construct a new farm-fitted 


building. To date a Grade A> 


dairy barn, hog’ production 
shelter, and chopped hay feeder 
have been built. 

Dealers spent a full morning 
viewing the farm, and seeing 
first hand the ideal type struc- 
tures for Oklahoma farmsteads. 
A survey by the college, which 
develops the buildings in its 
agricultural engineering depart- 
ment, indicates that already in 
less than three years more than 
400 Grade-A dairy barns have 
been constructed in Oklahoma 
—a total of more than $1,000,- 
000 in building materials being 
furnished by Oklahoma lumber- 
men. 

The second day’s business 
activities featured a timely ad- 


dress by William Gill, Sr., past 
president of the American Title 
Association and executive vice. 
president of the American First 
Trust Co. of Oklahoma City, 
Gill spoke on “Why Take Any 
Title Chances?” 

Joseph F. Leopold, of the 
National Tax Equality Associa- 
tion, Dallas, Texas, and a4 
widely known speaker on the 
subject, gave some ringing ad- 
vice in his speech on “Taxes.” 

Leopold pointed out to the 
lumbermen that they were pay- 
ing a heavy share of income 
taxes while their co-op competi- 
tors still operated tax free. He 
issued grave warnings concern- 
ing what he calls a one-sided 
tax picture, and advised the 
dealers to “get on the ball and 
get your senators and congress- 
men to do something.” 

He did not just throw that 
out as a suggestion. He out- 
lined step by step how to get 
aroused action out of a local 
community to get congressional 
representatives to support 
measures in which the local 
folks are interested. 

At the annual board of di- 
rectors meeting R. A. “Bob” 
Parker, Parker Lumber Co., 
Ponca City, Okla. was elected 
president to succeed Paul Leon- 
hart, Chaffin Bros. Lumber Co., 
Oklahoma City. The new vice- 
president is Dale Carter, Carter 
Lumber Co., Tulsa. He succeeds 
Sy Akard, Akard and Caton 
Lumber Co., Enid. For the fifth 


year Alfred L. Leonhardt, H. | 


E. Leonhardt Lumber Co., Okla- 
homa City, was _ re-elected 
treasurer. W. M. “Bill” Morgan 
is executive secretary. 

For the first time, the con- 
vention was officially opened 
with a luncheon, which incorpo- 
rated another innovation, a 
Business Quiz Forum. With 
more than 20 carefully selected 
members on the panel every 
phase of the lumber and build- 
ing industry was represented. 
This enabled dealers to get 
first hand answers to questions 
relating to their individual 
business operations. The forum 
furnished more diversified in- 
formation in a shorter period of 
time than could have been ob- 
tained in any other way. 
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How to Improve Your Sales Message 


Here is a practical exercise that will give 


impact to your sales story. 


As a first step in developing 
your selling message, jot down 
a few phrases or sentences de- 
scribing a personal experience 
you have had with one of your 
products. What is the general 
problem your experience _il- 
lustrates? Is this a problem 
your customers have? 


Now jot down just what you 
think they will gain if they 
buy a certain item. Examine 
your solution to their problem. 
Pick out the highlights of it 
and restate it in one sentence. 


Now that you have your sales 
message stated in one sentence, 
let’s look it over. Does it satisfy 
you? Is it a sentence that would 
stick in your memory if some- 
one else were to say it? Perhaps 
not. Very well; let’s make that 
sentence unforgettable. 


Unless your sales message is 
one which involves an explana- 
tion of a technical procedure 
or construction element, you 
can boil it down to a short, 
dynamic, easy-to-remember 
statement. 

You can’t poke a hole in a 
brick wall with a boxing glove. 
You need a steel drill. You 
don’t drive an idea into a cus- 
tomer’s head with an abstrac- 
tion and vague words. You 
need a selling sentence with a 
cutting edge. A good sales mes- 
Sage needs an unforgettable 
key sentence! Let’s see what we 
can do with yours. 


In reworking your selling 


sentence, keep in mind these 
aids to memory: 


1. Most people will remem- 
ber a thing they can 
associate with something 
they already know. 

2. Most people will remem- 
ber an idea if the illustra- 
tion is somewhat ezag- 
gerated. 

3. Most people will remem- 
ber an idea or story that 
has dramatic action in it. 

There is no easy road to suc- 
cess in selling. It takes thought, 
careful analysis, hard work, 
and an occasional inspiration. 
But the results will justify the 
effort. 

People have more respect for 
the building supply salesman 
whose ideas are expressed 
clearly and concisely. He 
doesn’t waste words. He is not 
hesitant. He is not uncertain or 
ambiguous. When he has fin- 
ished telling his sales story, 
they know just what the prod- 
uct will do for them. This abil- 
ity of concise and memorable 
statement is not something that 
some people have and others 
cannot attain. It is a skill that 
you can develop with practice 
and a little thought. 

What do you want to say to 
your customers? To say it ef- 
fectively, first get a personal 
sales message; base it on your 
personal experience; write it 
down in one sentence, and then 
make that sentence unforget- 
table! 


HOW TO DEVELOP YOUR SALES MESSAGE FROM YOUR 
PERSONAL EXPERIENCE 


1. Describe your personal experience briefly—two or three which are most 


pertinent: 








2. What is the general problem your experience illustrates? 





3. Is this problem common to other people? Where? How? Why? 








4. What can your customers DO to solve this problem for themselves? 





5. State it in one sentence: boil it down to its simplest form. 





6. Now exaggerate the idea. Associate each element of your message with 
something your customers have experienced. 





7. Put your selling sentence in final form. Try to paint a graphic word picture, 


with action in it! Keep it simple. 
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The WY luaukee 


Couibination 
SASH BALANCE 
aud 
WEATHERSTRIP 





Available 


’ with or without bronze covers that completely 


hide spring, as shown above. 


PERMITS REMOVAL OF 
SASH WEIGHTS, INSULA- 
TION OF MULLIONS. 


Slash Labor Costs 


Simple installation allows one man to 
easily install 30 or more windows in 8 
hours. No high-priced skilled labor needed. 
This means you can get more satisfied 
customers at lower cost . . . higher profit! 


Tope in Operation / 


Smooth, positive action; accurate balance ; 
finger-tip control plus the perfect seal 
against draft, dust, moisture. No wood-to- 
wood contact. Prevents sticking windows 
and window rattle. 






EFFICIENT Afgagame, FOR OLD 


ATTENTION MILLS AND LUMBER YARDS 


IDEAL FOR PRE-FIT WINDOWS 
Can Also Be Sold in Single Unit Packages 


Mail this coupon today! 


Milwaukee Strip Service, Inc. 

4621-23 W. Lisbon Ave. 

Milwaukee 8, Wisconsin 

Please rush me folder L-11 and price list of 


Milwaukee Combination Sash Balance Weather- 
strip. 


GU siesascoestien se OE, 0. 5 SU 0500" 0s 


I am (please check) Building Contrac- 


tor 0 Lumber Yard © Installer 
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MERCHANDISING CLINIC 


The Dunk Does It 


“Want to see how we make lum- 
ber last so much longer that it actu- 
ally is cheaper in use than when the 
price per thousand was much cheap- 
er?” said the lumber dealer to the 
prospect who was inclined to complain 
a bit about the high price of lumber. 

He then led the inquirer to a size- 
able tank in an open space in the rear 
of the yard where a derrick-like affair 
was picking up a unit of lumber and 
dunking it in a vat of wood preserva- 
tive. 

“The length of time it stays in the 
liquid is determined by the species. 
Soft woods need less soaking than 
harder species. When we get through 
we have made it impervious to rot, 
decay, insects. Not only that but the 
water repellent in the treatment re- 
duces the shrink. The extra $25 per 
thousand you pay makes it the cheap- 
est, trouble-free lumber ever bought.” 

The prospect became a customer 
and the “high price of lumber” was 
forgotten. 


. . . We profit most when we 
serve best. 


Tip for Lumber Dealers 


Super markets encourage women 
customers to bring their husbands 
whenever possible. Reason: It steps 
up the amount of the sale, according 
to “The Journal of Marketing” in 
which we glean: 

“Couples shopping in super mar- 
kets buy more per transaction than 
does a woman or man shopping alone. 
The same applies in other type stores. 
Many a woman will invite her hus- 
band to help her select a purchase; 
the husband influences the choice and 
frequently approves the acquisition 
of a more expensive item.” 

We'll wager that the same thing 
would happen if more wives accom- 
panied their husbands to lumber 
yards. 


. . . The woman’s influence on 
household expenditures does 
not receive sufficient recogni- 
tion in the building material in- 
dustry. 


Easy Is as Easy Does 


Actually women face the need of 
building material every waking hour 
of the day ... in their homes. It 
merely is necessary for lumber deal- 
ers to make them automatically con- 
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scious of this need. Examples: “When 
you are struggling mightily to make 
your kitchen floor look decent, think 
how easy it would be with one of our 
new, colorful tile floors. We’d like to 
show you patterns that will match 
your woodwork or your curtains... 
demonstrate the toughness of the ma- 
terial .. . show you how it ends your 
cleaning drudgery ... makes your 
kitchen the coziest room in the house. 
The weekly payments are so small 
you can make them out of your pin 
money. Some day when you are going 
down town early and from there to 
your club after lunch, we’ll have it 
laid for you. When you come home 


that evening, you’ll have a beautiful 
new floor!” 


. . « No matter which way a 
woman turns in her home she 
looks at some important need 
that can be supplied by the 
lumber dealer. 


Profitable Advertising 
Approach 


If lumber dealers will but approach 
the whole subject of “what to adver- 
tise” with women prospects in mind, 
they will have so much to talk about 
they never will run out of topics. 
Take a look at the merchandise you 
stock. You’ll be surprised when you 
discover that so many items definitely 
appeal to women. Yet few lumber 
yards make any effort whatever to 
attract women buyers. 


. . « “Put our lumber yard at 
the top of your Christmas shop- 
ping list” is sound advice. 


Good Place for Santa Claus 


This thought came home to us sol- 
idly when we were reading AL&BPM 
a few issues back. “Buy a practical 
gift this year” has great Christmas 
appeal. Then when the lumber dealer 
starts compiling a list of the prac- 
tical gifts he has available, he begins 
to appreciate how greatly he could 
build up his Christmas trade. Main 
Street stores have nothing on the 
lumber yard when it comes to Christ- 
mas. shopping, but a Santa Claus 
hovering around a lumber yard would 
be a strange sight. Yet here can be 
found Christmas presents that would 
bring lasting daily joy to all members 
of the family for a long time to come. 
What could be more sensible? 


. . . “Where to Shop” is now 
predicated on the answer to the 
moot question of “Where Can 
We Park.” 


"Stay Away" vs. "Come In" 


“We'll try it once more,” said the 
flustered woman who had edged her 
way through downtown traffic as she 
drove around and around the block, 
trying to find a place to park near 
the store where she was trying to 
take her guests to lunch. The park- 
ing lots were packed. “Full” signs 
blocked garage entrances. All ayvail- 
able space along the metered curb 
was occupied bumper-to-bumper. Yel- 
low lines and “No Parking” signs 
warned would-be shoppers to stay 
away. Once upon a time it was “Come 
In.” Not today. Few lumber deal- 
ers appreciate what it means to be 
able “to drive up, get out and come 
in.” It has great appeal to customers 
and it accounts largely for the growth 
of mail order houses and super mar- 
kets where ample free parking al- 
ways receives first consideration. 


..- “No Parking Problem” .. . 
“No charge for parking” . 
“Don’t worry about parking 
overtime” ... “Park as long as 
you like.” 


"Shop Leisurely .. . 
Relax as You Buy" 


Since it is true that lumber yards 
have the most practical and, in the 
majority of cases, the most wanted 
Christmas presents in town, why not 
cash in on this highly important mer- 
chandising opportunity plus the “free 
parking” appeal. What wouldn’t a 
Main Street store give for such fa- 
cilities! 


. . Half a dozen Christmas 
sales work wonders with the 
December record. 


The 'Makings' Are All There 


Deluxe Christmas presents: Knotty 
pine (or some other treatment for the 
unfinished recreation room or attic); 
new floor and cabinets for the kitch- 
en; new tile for the bathroom. The 
list is surprisingly long and contains 
few critical materials. Furthermore, 
no ratings are required. Metals are 
not involved. Craftsmen are available 
for inside work. Banks are eagerly 
seeking installment loans. Only the 
merchandising spark is lacking . .- - 
the spark that kindles the thought 
and the follow through that turns it 
into a profitable sale. 
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More repeat sales 

Who outsells everyone else? The dealer who gets 
continuous reminders into the homes of his customers. 
Because it takes a whole chain of customer reactions 
to get action! Here are some inexpensive ways you 
can build a continuous chain of friendship, keep your 
yard in customers’ minds almost daily. While none 
of these reminders can do the same selling job of 
your newspaper advertising and personal selling, they 
ean do a tremendous job of sustaining good will and 
ereating warm friendship between your ad and per- 
sonal calls. 


_, . in constant use 


Who is remembered with the deepest warmth and 
gratitude? The friend who comes to the rescue in an 
emergency—especially family and home emergencies. 
Here’s how you can be that friend, win the warmest 
appreciation week-in, week-out in thousands of homes. 

Either as a Christmas or New Year’s gift, have 
an attractive cardboard folder printed up which cus- 
tomers can use to locate special telephone numbers 
quickly and easily in family and home emergencies. 
Such a folder is easy to design, can be clipped to the 
top of the family phone book for handy reference. 

On the front cover, feature a friendly seasonal 
greeting. On the inside, headline your left-hand page 
FAMILY EMERGENCIES; on the page opposite, 
make your headline HOME EMERGENCIES. And on 
the back cover, run an attractive alphabetized list 
of your services such as F.H.A. Financing, Free Esti- 
mates, Plans and Redecorating with a few lines of 
copy on each one. 

Customers will find your gift invaluable, use it 
constantly if you list the following headings under 
FAMILY EMERGENCIES: Ambulance; Baby Sit- 
ters (allow several lines for names and telephone 
numbers under this one); Doctors (on separate lines 
underneath, designate Baby doctor, Family, Surgeon, 
Others); Fire Dept.; Hospitals (below, list each one 
by name if there are but few; otherwise just the 
largest ones); Information; Long Distance; Nurses 
(two lines for this); Police; Western Union. 

Under HOUSEHOLD EMERGENCIES, a good 
listing might include: Carpenter; Coal Company; 
Electrical repairs; Express Company; Fuel Oil; Fur- 
ance; Garbage Disposal; Gas; Insurance (below, list 
Home and Life on separate lines) ; Light and Power; 
Oil Burner; Plumber; Post Office Information; Radio 
repairs; Railroad; Refrigerator repairs; Stove re- 
pairs; Telephone repairs; Television service; Water 
Dept. 

In good big capital letters, insert your name in 
the above listing wherever it fits in alphabetically. 


. . . dollars from scraps 

Here’s a way to build continuous good will, store 
traffic and sales with useless odds and ends of 
materials. Especially among the prospects you most 
want to reach—younger married couples with small 
children and growing needs. 

Perhaps you have some scraps of lumber, tileboard 





by Norm Advertising, Inc. 
New York, N. Y. 
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and sample shingles to be discarded—millwork scraps 
—and cans of paints in discontinued colors. With a 
little time and a little ingenuity, you can easily con- 
vert such waste scraps into handsome free gifts that 
are a year round reminder of your yard and friendli- 
ness ... building blocks for the youngsters. 

Few free giveaways tie in better with your story— 
are in more daily use to remind younger marrieds of 
your service. Such blocks need not be of uniform 
size—the more unusual some of the shapes and the 
brighter and more varied the colors, the more Small 
Fry will enjoy them. An easy, inexpensive way to 
package them is to get cheap net bags such as marbles 
and oranges are sold in. 


. . . Closer contact 


The store people turn to first and most often is 
the one where they know the personnel! The best way 
to make your staff members widely known, build more 
confidence in your yard—is to send out thumbnail 
biographies of two or three key personnel once a 
month. Each one should strike a friendly personal 
note—explaining how Miss Gibbs or Mr. Parker 
can help the reader with his building and moderniza- 
tion problem. 

Underneath this copy, run another short, telegraphic 
paragraph mentioning why “our Mr. Parker” is so 
well qualified to help, how many years he has served, 
what his title is and previous important titles or 
connections. 

Also, to each monthly sheet of thumbnail biogra- 
phies, staple a copy of one of your most interest- 
ing, hard-hitting ads. 


. . . extra sales bait 


Here’s a new way to bait your hook, focus attention 
on your newspaper ads and personal calls. This tech- 
nique is also designed to overcome one of the worst 
obstacles to sales today—public fear of high prices. 

Every day, telephone 10 prospects you have never 
called on—explain that your company is making a 
survey to find out how much local people think it 
costs to modernize. Then ask your prospect if he or 
she thinks it costs $7.00 a month or $10.00 a month 
to modernize the average kitchen. Chances are they 
will say they have no idea—a perfect opportunity to 
give them the correct figure. 

The big advantage of this technique is that at the 
same time you are asking for information, you are 
giving information— planting the idea that it costs 
very little, without seeming to sell! Another big ad- 
vantage is that you are getting valuable information 
in return—will learn a lot about how badly misin- 
formed many prospects are and how far off base they 
are. Note down the answers you get—such informa- 
tion will help you to shape up a much better-aimed, 
harder-hitting advertising campaign. 

Also follow up each telephone call with a letter of 
thanks for helping your yard with your survey, and 
say that in return for their cooperation you are 
enclosing a free plan book on modernization. By vary- 
ing your test question every six or eight weeks, you 
can focus attention on many seasonal improvements 
throughout the year. 
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WHAT’S NEW 





Products .... Sales Aids... . Literature 


SEND FOR THESE: 


A new book giving standard speci- 
fications for laminated Southern Pine 
is being distributed by Southern Pine 
Association as a guide for architects, 
engineers and manufacturers. “Stan- 
dard Specifications for the Design and 
Fabrication of Structural Glued Lam- 
inated Southern Pine” covers such 
structures as arches, beams, trusses 
and columns. Among the features of 
SPA’s publication are complete tables 
of the working stresses for struc- 
tural glued laminated Southern Pine 
under both dry and wet conditions. 
The illustrated book also contains an 
architect’s guide to _ specifications. 
Provisions include moisture content, 
slope of grain, sizes, grade, adhesives 
and other important subjects. Copies 
of the book many be obtained free of 
charge. Write Southern Pine Associa- 
tion, Dept. AL, National Bank of 
— Building, New Orleans 30, 

3 


Differential Converter is a 16-page 
catalog describing a new mercuryless 
flow meter, said to feature fast speed 
of response for flow control and con- 
tinuous range change adjustment 
from 0-20 to 0-200 inches of water. 
Operating principles of this pneu- 
matic-balance type flow transmitter 
are covered, as well as construction 
features, typical applications, de- 
tailed specifications, and installation 
methods. For Catalog 2281 write 
Minneapolis-Honeywell Regulator 
Co., Industrial Division, Dept. AL, 
Philadelphia 44, Pa. 


Facts About Floor Safety is a 20- 
page booklet describing in detail the 
recommended finishing techniques and 
routine maintenance methods for as- 
phalt and rubber tile, linoleum, wood, 
concrete, and terrazzo flooring. A 
special section lists the danger points 
important from a safety angle in the 
maintaining of various types of floors. 
There also are many practical floor 
eare hints about cleaning, polishing, 
touching up, and refinishing as a 
guide to safer floor surfaces. For 
copies write S. C. Johnson & Son, 
Inc., Dept. AL, 1525 Howe St., Racine, 
Wis. 


Efficient handling of raw and fin-- 


ished materials, their proper storage, 
and how modern materials handling 
machines can expedite manufacture 
to cut costs, save time and money, 
is the theme of the newest Clark 
booklet, “Basic Facts About Materials 
Handling.” How to combine small 
units into big ones for more efficient 
handling, how to route materials, how 
to utilize “over-head” space for stor- 
age, how to use trailer trains, and 
how to best make use of a limited 
manpower force are a few of the sub- 
jects discussed in the booklet. The 
new publication, which is “pocket 
size,” also discusses the latest equip- 
ment in the materials handling field, 
and how to figure costs of its use. 
Cost analysis information includes 
how to figure amortization of machine 
investment, fixed charges, and the 
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variable charges that change from 
job to job. Here is a simple way to 
determine the economic advantages 
of modern handling equipment in al- 
most any given situation. Write Clark 
Equipment Company, Dept. AL, Battle 
Creek 40, Mich. 


Vermiculite Roof Insulation Bul- 
letin, just announced, is available on 
request. Vermiculite Concrete is ap- 
proved for roof insulation by the Ver- 
miculite Association when applied ac- 
cording to its specifications and in- 
stallation instructions. Millions of 
square feet of bonded roofs have been 
installed over vermiculite concrete 
roof insulation during the past 20 
years, a good deal of which has al- 
ready outlived its bond. It is expected 
to last an additional 20 years. For 
copies of new bulletin giving applica- 
tion of roofing, also quantity chart 
and mixing, write American Vermi- 
culite Corporation, Dept. AL, 654 
Madison Ave., New York 21, N. Y. 


Bulletin D1 covers the new line 
of “Super” Hole-Shooters manufac- 
tured by the Milwaukee Electric Tool 
Corporation. These completely new 
drills are said to embody many more 
outstanding features and advantages 
than ever before offered in a port- 
able electric heavy-duty drill. Avail- 
able with either regular heavy-duty 
3 jaw geared type key chuck or with 
Morse taper sockets, to accommodate 
taper shank bits. Write Milwaukee 
Electric Tool Corp., Dept. AL., 5364 
W State St., Milwaukee 8, Wis. 


Novoply, the New and Completely 
Different Laminated Wood Paneling, 
titles a 12-page brochure telling how 
small wood segments are converted 
into panels for modern furniture. 
Novoply consists of 1/16” surface of 
thin laminated wood sections, a core 
of medium-size chips and a back cor- 
responding to the face. Though these 
wood segments are of virgin timber, 
the company points out, the timber 
used is not suitable for lumber or ply- 
wood, making the production of Novo- 
ply a wood conservation measure. 
Novoply is expected to have wide use 
as a base for hardwood veneers and 
plastics, since it costs no more than 
the least expensive plywood. Write 
United States Plywood Corporation, 
Dept. AL, 55 West 44th St., New 
York, N. Y. 


Hot-Dip Galvanizing for Windows 
is the subject of a 2-color, 12-page 
brochure by the makers of Fenestra 
steel windows. It covers very com- 
pletely the subject of hot-dip gal- 
vanizing of steel windows to add 
maintenance-free durability. Step-by- 
step procedures in Fenestra’s new 
hot-dip galvanizing plant—the first to 
be built for this purpose by any win- 
dow manufacturer—are fully illus- 
trated and explained, and there is also 
a review of the company’s experience 
with hot-dip galvanized windows over 
a period of 30 years. Technical ex- 
planations and specifications are in- 
cluded. For a copy, write Detroit Steel 
Products Company, Dept. AL, 2244-50 
E. Grand Blvd., Detroit 11, Mich. 





Hollymade's New "800" Series 

Hollymade hardware’s “The 
Challenger” is said to have proved 
itself a champion worthy of its 
metal at the recent Chicago Hard- 
ware Convention, filling to perfec. 
tion the industrial demand for a 
versatile series of latchsets and 
locksets, providing semi-heavy duty 
locks to meet virtually every build- 
ing requirement where the con- 
struction budget does not warrant 
the use of heavy duty expensive 
units. Known as the “800” series, 
semi-heavy duty locks, “The Chal- 
lenger” comes in 19 functional 
latchsets and locksets. Outstand- 
ing in this price field are the heavy 
lifetime rust-proof aluminum hous- 
ing, encasing steel retractor hous- 
ing, the 16-gauge steel-ribbed re- 
lease cam, the 16 gauge heavy steel 
sleeve spindle and the 12 gauge 
heavy steel retractor. Both con- 
struction and quality of this new 
series rated much favorable com- 
ment at the convention preview. 
Initial orders being placed for 
January delivery have exceeded all 
expectations and threaten to rival 
records already established by the 
Hollymade “200” and “300” series. 
Write Hollymade Hardware Mfg. 
Co., 4865 Exposition Blvd., Dept. 
AL, Los Angeles 16, Calif. 


New Celotex Advertising Tool 


A new 60-page catalog containing 
proofs of free ad mats, cuts, and 
spot radio announcements for lum- 
ber and building material dealers 
is announced by The Celotex Cor- 
poration. Included in this book are 


- 88 complete newspaper ads in var- 


ious sizes, 45 drop-in cuts and logo- 
types for use in making up ads, 
handbills, ete., and 36 radio spot 
announcements. There are _ also 
many helpful ideas on how to or- 
ganize and operate a local adver- 
tising campaign, suggestions on the 
use of radio advertising, and several 
postage paid cards for ordering any 
of the free mats and cuts illus- 
trated. According to Gates Fergu- 
son, Celotex Director of Advertis- 
ing, “This handy catalog puts at the 
fingertips of the building material 
merchant thousands of dollars 
worth of proven advertising ideas, 
artwork and materials at no cost 
whatever to him.” Write The Celo- 
tex Corporation, Advertising De- 
partment AL, 120 S. LaSalle St. 
Chicago 3, IIl. 
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UNEQUALLED! 


Merling 


Line of 


SLIDING DOOR HARDWARE 


| NATIONALLY ADVERTISED 


The Choice of 
Architects, Builders 
and Dealers 
from coast to coast 


UNEXCELLED/ 


The Complete Line of 
Nterling Sliding Door Hardware 
For Every Size and Type 
of Residential Door 











The 600 Series In- | 
cludes Hangers for ‘ 
both %” and 1%” 
by-passing doors. 


























SY 
yy Track is aluminum. 
TINCH 
HEADROOM 
L} N° 630 
MAY ee “a"°§ HANGERS 
BE PAINTED re ON 
TO MATCH — a eee 
WOCOWORK aan 9 TRACK 
OR COVERED] 0 4x" aw 
WITH MOLD 




















No. 876 Guide Strips 
eliminate grooving bot- 
tom of door. Save instal- 
lation time and trouble. 














BP No. 642 No. 603 —_ 
Adjustable Hanger Aluminum Track (=. 
For Single Doors For Single Doors | 


THE Sterling 800 SERIES 


ANOTHER COMPLETE LINE OF HANGERS AND 
TRACK FOR RESIDENTIAL SLIDING DOORS 















No. 840 wa No. 845 No. 850 
For %” Has many Fully 
Doors uses Adjustable 
No. 852 No. 860 No. 862 
For For Pocket For 
Heavier Doors— Heavier 
Doors Adjustable Doors 





Wk 14 laday For Catalog:on Complete Line! 


STERLING HARDWARE MFG. CO. 


2345 Nelson Street, Chicago, 18, Iilinois 


Buitpinc Propucts MERCHANDISER 











Va 4, 


<< 


pointing to 
GREATER PROFITS 


All Abesto building specialties . 
for better building are profit-makers for you. 


. . designed 


Get your share of added sales by displaying 
Abesto roof specialties, wood preservers and 
chemical termite controls. 


manufacturers of 


uw 


ABESTO LIQUID 
ABESTO QUICK-SETTING PLASTIC 
for flashing and counterflashing 
ABESTO SEMI-PLASTIC i 
ABESTO FIBERATED i” 
for coating sloping roofs 
ABESTO SEALER 
e 
ABESTO LUMICLAD a 
for reflective roof protection 
ABESTO STAINTOX 
for staining and preserving wood 
ABESTO CLEARTOX 
ABESTO CHEMICAL 
TERMITE CONTROL i’ 
for prevention and 
Colorful consumer literature 
and newspaper mats are 
Specifications for easy to 
apply Abesto cold applica- 
tion built-up roofs sent on 
F.H.A. Approved 
MANUFACTURING CORPORATION 


for built-up roof construction 
for coating old roofs 
for painting piping, castings, etc. 
for preparing wood for painting 
extermination of termites 

available without charge. 

request. WRITE TODAY! 
MICHIGAN CITY, INDIANA 
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Dianol "Mix-with-Paint"’ 

Dianol “mix-with-paint” insecti- 
cide employs an entirely new scien- 
tific approach to the universal prob- 
lem of insect control. It virtually 
paints insects away in one applica- 
tion, for the life of the paint— 
normally 4 years. Dianol is easily 
and uniformly mixed with all types 
of interior and exterior paints in- 
cluding oil, water, and dry paints, 
as well as whitewash, casein, ce- 
ment and stucco paints. It brings 
certain death to all flying, crawling, 
chewing, and sucking insects, yet 
is completely odorless and non-toxic 
to humans and household pets. 
Dianol does not change the normal 
characteristics of the paint and 
does not affect the color. Like the 





pigment, Dianol does not dissolve, 
but is suspended in the paint. This 
permanent residual quality remains 
active throughout the entire thick- 
ness of the paint film as well as on 
the surface and means certain 
death for all insects after contact. 
Dianol by actual test has retained 
its effectiveness for as long as 5 
years. Available in quarter pound 
and one pound cans, as well as in 
bulk for quantity requirements. 
Write Dianol Sales Corporation, 
Dept. AL, Allentown, Pa. 


A New Corner Protection 


The Richkraft Company has an- 
nounced the introduction of a new 
metal corner protection to be known 
as Richbead (Trade mark reg.) 
for use in dry wall construction. 
Richbead gives the protection of 
metal to both inside and outside 
corners and protects them against 
damage from sharp objects like 
toys, furniture, cleaning equipment, 
etc. The Richkraft Company re- 
ports this is the first time that a 
corner protection for inside corners 
has ever been offered the trade. 
Richbead consists of a metal angle 
glued to a joint tape, and when 
installed gives a smooth, clean, 
sharp corner that maintains the fin- 
ished appearance of the walls with- 
out getting chipped or banged up. 
It comes in 8-foot lengths, with a 


selection of 4%” and 5%” sizes, Ij 
is easily installed, requires no spe- 
cial tools, and is placed by using 
the same cement as for taping 
wallboard joints. It works equally 
well under wallpaper or paint, and 
can be used in old homes when re- 
decorating as well as in new con- 
struction. Richbead makes possible 
the elimination of factory edge 
wallboard, as any piece of wall- 
board can be utilized, and it 


speeds up cutting and erecting, 
holding material waste to a bare 
minimum. Write The Richkraft 
Company, Dept. AL, 228 N. La 
Salle St., Chicago, IIl. 





New Saw Blade Sharpener 7 


A basically new type of circular 
saw blade sharpener designed ex- 
clusively for the new safety saw 
blades has just been announced by 
PTI Incorporated, originators of 





_ IMMEDIATE L.C.L. SHIPME 


BY RAIL OR TRUCK 


TO RETAIL LUMBER YARDS 


Water Proof Exterior 
Bireh Flush Doors 


DIRECTLY 





Keep your inventory down and your profits up—with the 
Artcraft door line. Why tie up capital in stock when 
we can give you three days’ service on L.C.L. shipments? 


Artcraft Flush Doors—manufactured in the furniture cap- 
ital of America by skilled craftsmen—are the last word 
in modern flush door construction—the result of years 
of flush door experience. Semi-solid core. Frame of kiln 


MICHIGAN DOO 


MANUFACTURERS 


dried Sugar Pine—stiles 134” wide, rails 3° wide. Lock 
blocks 3” x 30” both sides. Face is grade “A” water 
resisting Ys plywood, bonded to core and frame with 
high test waterproof glue. Smooth sanded both sides for 
natural or paint finish. Glazing—double strength Pitts- 
burgh glass with waterproof putty. Shipping weight per 
door approximately 65 Ibs. All doors are well packed 
Investigate Artcraft Exterior and 
Interior Flush Doors today! Send for price list and 


R CO. 


on L.C.L. shipments. 


descriptive folder. 


Exterior and Interior Flush Doors |. 


_ 330 FRANKLIN ST., S.W., GRAND RAPIDS 9, MICH. 
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NOW-*°> CAN GUARANTEE 
A PERFECT SINK-TOP 
INSTALLATION EVERY TIME 


WITH COMPLETE CONFIDENCE 
When You Use The 


HUDEE Ideal 


SINK FRAME SYSTEM 


pot. 2.440.741 

















100% SANITARY 
100% WATERTIGHT 
EASILY INSTALLED 
COMPLETELY SELF-SEALING 


Here is a sink frame that means new profit for you—easy 
to sell, easy to install. 

Easy to sell because your customers will appreciate its 
watertight and sanitary features—and you can confi- 
dently guarantee every installation. 

Easy to install because NO Rabbeting, NO Scribing, 
and NO Special Tools are required with HUDEE. And 
Hudee Frames are available for all standard type flat rim 
sinks including cast iron enameled, pressed steel, stainless 
steel, and vitreous china. They can be used with all top 
covering materials—linoleum, rubber, or plastic. 

You profit “ALL-WAYS" with HUDEE—sell them, in-. 
stall them! 


DISTRIBUTORS IN ALL TRADING AREAS 


Por complete details see Sweets Architectural File, No. 24a-20 
or write today to ‘ 


Welkets 2 Selek and Ger 


tne. 
MANUFACTURERS AND DISTRIBUTORS 
225 WEST HUBBARD ST. ° CHICAGO 10, ILLINOIS 


IN CANADA — WALTER &. SELCK AND CO. LTD.— TORONTO — 
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Look yet 
Here is 





eee Pine... Monarch of the Pines...is a gen- 
uine white pine blessed with all the inherent 
qualities that have made white pine a pre- 
ferred building material for generations. 
Uniformity of color, soft even texture and 
straight grain make Sugar Pine unexcelled 
among woods for interior trim, cabinet work, 
paneling, sash, doors, siding, and pattern 
lumber. And like all lumber from Association 
mills, it is manufactured with care, thor- 
oughly seasoned, and carefully graded. 


For more information about Sugar 
a Pine, send for free literature—Grade 
Use Guide; and Facts Folder. Address 
WESTERN PINE ASSOCIATION 


Yeon Building + Portland 4, Oregon 


THESE ARE THE | Idaho White Pine, 
WESTERN PINES | Ponderosa Pine, Sugar Pine 


THESE ARE THE | Larch, Douglas Fir, White 


ASSOCIATED | Fir, Engelmann Spruce, 
woops | Incense Cedar, Red Cedar, 
Lodgepole Pine. 


WOODS FROM | THE WESTERN PINE REGION 
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the safety saw blade. The safety 
saw blade is characterized by a 
smaller number of teeth (10 or 12 
instead of 100) and these teeth 
differ from conventional saw teeth 
so that a different kind of sharpen- 
ing is required. This new special 
PTI sharpener tackles the problem 
of providing quick, convenient pre- 
cision sharpening for safety blades 
from a different approach. The 
blade is set up in the same plane as 
the grinder and then locked into 
position for automatically correct 
grinding of each tooth. A unique 
design enables one grinder to take 
blades from 5” to 16” regardless of 
type or size of bore. This new 
sharpening attachment can be used 
with all types of grinders. Write 
PTI Incorporated, Dept. AL, 401 
Broadway, New York 13, N. Y. 





Pre-Conditioned Nylon Brushes 


Better all-around performance is 
the claim for a new line of 100% 
pure nylon paintbrushes now being 
manufactured by the Wooster 
Brush Company. Called the “Nu- 
Century” line, to observe the be- 
ginning of Wooster’s second hun- 
dred years of brush-making, the 
new brushes feature _ pre-condi- 
tioned nylon filaments with flagged 
tips. Although made only in master 
painter types at present, ultimate 
plans are to offer the ““Nu-Century”’ 
line in all sizes for both painter 
and consumer trade. Chief ad- 
vantage of pre-conditioning in 
“Nu-Century” line nylons is said to 
be better paint pick-up. Action of 
the flag-tipped filaments, which is 
much the same as that provided by 


hog bristle, permits pick-up and 
release of a full load of paint. No 
break-in period is required, and the 
brush reportedly reaches a state of 
top efficiency sooner than other ny- 
lon brushes. Pre-conditioning also 
retains the long-wearing qualities 
of nylon filament. Write The 
Wooster Brush Company, Dept. 
AL, Wooster, Ohio. 





New Sanding Kit 


A home craftsman hand-sanding 
kit, featuring “the world’s toughest 
sandpaper and best sanding block,” 
was announced this month by Min- 
nesota Mining and Manufacturing 
Co. Designed for Christmas sea- 
son resale, each kit offers the buyer 
an all-rubber sanding block and 
three packs of home workshop 
sandpaper as a single unit. Thirty 
sheets of fine, medium, and coarsg- 
grained aluminum oxide sanding 
paper are included. Each 234” by 
9’ sheet is factory-cut to fit the 
new rubber block, it was pointed 
out. The block and sanding paper 
supplement the line of “3M” brand 
Home Workshop Sandpapers pres- 
ently being marketed by the firm. 
Write Minnesota Mining and Manu- 
facturing Co., Dept. AL, 900 
Fauquier St., St. Paul 6, Minn. 





Mustang Roofing Shingles 


Mustang Asbestos Roofing Shin- 
gles are the newest addition to the 
line of asbestos cement building 
materials manufactured in _ the 
Houston plant of the Asbestos 
Company of Texas, a division of 
the Philip Carey Manufacturing 
Company. Included in the new 
Mustang roofing line will be con- 
ventional Dutchlap shingles in the 
16” x 16” size and the new 12” 
x 24” size. In addition to the 
shingles, Mustang asbestos roof- 
ing accessories will also be pro- 
duced. “This new roofing shin- 
gle will be equal in quality to 
the Mustang siding shingle,” ac- 
cording to J. E. Barden, sales man- 
ager. “The use of long fiber asbes- 
tos in the Mustang products makes 
them easy to apply and cuts down 
on breakage. The 12” x 24” shingle 
will come in six of the most popu- 
lar siding colors. The 16” x 16” 
shingle will be available in white 
and blue-gray.” Like the Mustang 
siding shingles, the new roofing 
shingles will feature the granular 
surface. By using non-fading ce- 
ramic granules from wearing off, 
the makers of Mustang have pro- 
duced a shingle ideal for residential 
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building and remodeling. Write 
the Asbestos Company of Texas, 
Dept. AL, P. O. Box 1082, Houston 


1, Tex. 


INSULATE NOW 





"Do It Yourself" Display 


Stand-up display piece offered to 
lumber and building supply dealers 
by Zonolite Company, Chicago, as 
part of fall promotion campaign. 
Units are in full color and stand 40 
inches high. Program is based on 
theme of the average homeowner’s 
insulating his attic in one after- 
noon, using vermiculite loose fill. 
Write Zonolite Company, Dept. AL, 
135 S. La Salle St., Chicago 3, IIl. 





Dramatic Wood Window 


Movies 


Full-color movie shorts are avail- 
able to help sell your wood window 
units—and you. Crowds of poten- 
tial customers gather at your local 
theater every night and while they 
are in a receptive mood, these color 
movies dramatically identify you 
as the source of quality building 
materials, and of lifetime-lasting 
wood window units. Thirteen wood- 
window movies have been profes- 
Slonally prepared with top-notch 
talent and direction, yet they cost 
you very little to use. The entire 
cost of production and prints has 
been paid by the cooperative in- 
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dustry Wood Window Program. 
You pay only the _ established 
theater and service charges—about 
1/3 of a cent for every person 
reached. Each film runs for 40 
seconds, and about 1/3 of the foot- 
age is devoted to your company 
identification. These playlets tie in 
directly with a complete wood win- 
dow promotion campaign which 
also includes outdoor billboards, 
radio and TV commercials, news- 
paper mats, direct-mail, display 
signs and streamers. Use these 
movies to round out your aggres- 
sive local promotion. Write Wood 
Window Program, Dept. AL, 38 S. 
Dearborn St., Chicago 3, IIl. 


Rift Grain Redwood Plywood 


The first vertical grain redwood 
plywood to be manufactured for 
consumer use went into national 
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CUSTOMER 
TESTED 


Py Resembles — 
Tool MCT aelal hie 


the Tileboard that 
sets new standards of 
Quality and Beauty 





‘With its striking 
new color tones and resemblance to real 
granite—Grani-lite has received instant cus- 


tomer attention—and acceptance. And de- 


mand continues to increase. That is the only true 


test for any product. 


DEALER 








APPROVED 


qu 


‘Because Grani-lite has met the 
Customer Test’ so well, it fol- 
lows that more and more dealers are 

approving and recommending it. It has the 

beauty to sell on sight—and the wearing 
ality to satisfy. If samples are not available 
from your jobber, please send your request 
direct to our factory. 


Please mention name of this publication. 
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distribution under the name of 
Malarkey Rift Grain Redwood 
Plywood in October, it is announced 
by Verne Breitenbucher, vice-pres- 
ident of sales of M and M Wood 
Working Company. The firm will 
back jobbers and dealers with an 
opening advertising campaign on 
vertical grain redwood plywood 
alone which is calculated to reach 
one of every five homes in the na- 
tion. The vertical grain redwood 
plywood is said to have retained all 
the qualities of the rotary cut red- 
wood plywood with the additional 
strength always endowed by ver- 
tical grain. M and M will pro- 
duce it for both interior and 
exterior use, all panels having 
the exterior type phenolic resin 
(waterproof) bond. Redwood flitch- 
es shown here will be bonded with 
special, non-staining glues to make 
the new Malarkey Rift Grain Red- 
wood Plywood. Write M and M 
Wood Working Company, Dept. AL, 
Portland, Ore. 








The "Rancher" 

In response to the growing popu- 
larity of the ranch-type home, The 
Howell Manufacturing Company 
has announced a new addition to 
the “How-ell-dor” garage door line, 
the “Rancher.” Economically 
priced, and designed with the mod- 
ern ranch style’s functional sim- 
plicity, the “Rancher” is a three 
section Upsweep door available, 
with top open or solid, in two stock 





sizes: 8’ 0” wide x 7 0” high x 
134” thick, and 8’ 0” wide x 6’ 6” 
high x 1%” thick. Write The 
Howell Manufacturing Company, 
Dept. AL, Cottman St. at Hasbrook 
Ave., Philadelphia 11, Pa. 





Fire Guard Vapor Barrier 

A patent for the manufacture of 
Fire Guard Vapor Barrier was 
awarded to G. A. Fasold, director of 
research, for The Philip Carey 
Mfg. Company. The patent num- 
ber for this fire-resistant product 
is 2,568,850. Carey’s new Vapor 


Barrier resists fire so effectively it , 


carries Underwriters’ Laboratories, 
Inc., approval. 
show that 3” of Carey Rock Wool 
with Vapor Barrier will stop as 
much heat as a brick wall approxi- 
mately five feet thick. The Vapor 
Barrier is a tough, fire-resistant 
backing on Carey Rock Wool Batts. 
Its presence effectively bars the 
passage of warm, moisture-laden 
air through walls, thus preventing 
damage to structural members 
through condensation. The Vapor 
Barrier has flanged edges which 
make it easy to nail or staple the 
batts to studs and rafters. For 
samples and literature write The 
Philip Carey Mfg. Company, Lock- 
land, Dept. AL, Cincinnati 15, Ohio. 


Laboratory tests ' 
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Kitchen Planner 


Modern kitchen planning has 
been simplified by The Long-Bel] 
Lumber Company with the pro- 
duction of a miniature kitchen- 
planning kit complete with wooden- 


scale models of the Long-Belj 
Posture Perfect Kitchen cabinets 
and a scaled planning sheet. The 
kit measures 12x13x514 inches. 
Manufactured on a_ three-inch 
module, Long-Bell kitchen cabinets, 
manufactured from west coast 
woods, are designed to fit most 
any space. Applying the three- 
inch module, scaled down, the 
housewife may easily plan the work 
areas of her kitchen. Included in 
the handy Long-Bell kitchen plan- 
ner are 56 miniature Posture Per- 
fect kitchen units, including the 
new revolving shelf corner base 
unit, a stove and refrigerator, two 
windows, and a door, Two walls of 
the kitchen are stationary with the 
third adjustable to the dimension 
of the room. Floor of the kit is 
covered with ruled squares scaled 
to three inches. Walls of the minia- 
ture unit are machined to permit 
hanging of wall units in proper 
proportion. Write The Long-Bell 
Lumber Company, Dept. AL, Long- 
view, Wash, 





New "Super" Hole Shooters 


In its New Quality line of ‘“Sup- 
er” Hole Shooters, Milwaukee Elec- 
tric Tool Company reports it is 
bringing to industry more power- 
ful, more perfectly balanced, light- 
er weight drills . .. that are depend- 
able in performance and designed 
and built to meet without reserva- 
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tion the rigid and heavy-duty de- 
mands made upon portable electric 
tools today. Outstanding advantag- 
es of these portable electric drills 
are higher load speeds for continu- 
ous use, through Milwaukee Built 
9 point heavy-duty Universal-type 
motor and greater torque through 
double and triple reduction gear- 
ing. They’re said to be cooler run- 
ning too, because 4 times greater 
volume of cooling air streams are 
constantly directed over and around 
every vital part by specially de- 
signed cyclonic type cooling air fan 
._. . and lifetime lubricated ball 
and roller bearings are used 
throughout. These “Super” Series 
of Milwaukee Hole Shooters are 
offered in 4 model sizes. Model 
(C312) 1%” capacity; Model (D- 
582) %” capacity; (E343) 34” 
capacity and (K783) %” capacity. 
Helical cut gears of special steel 
are used with double reduction gear 
train drive in the % and 5%” capa- 
city sizes and triple reduction gear- 
ing in the 94 and %” models to 
meet higher torque requirements 
of heavy-duty service. Write 
Milwaukee Electric Tool Corp., 
Dept. AL, 5364 W. State St., Mil- 
waukee 8, Wis. 





Blue Streak Water Systems 


The new Climax Blue Streak 
Water Systems now on the market 
have been completely factory and 


field tested and proved. Built by 
Climax—for over 27 years a leader 
in the manufacture of Blue Streak 
Engines, this new pump is re- 
portedly the answer to all pumping 
needs ... a fully automatic water 
system which provides all the water 
needed at a minimum cost of main- 
tenance. The Blue Streak is inter- 
changeable for shallow or deep well 
service. It’s easy to convert—only 
necessary to add the inexpensive 
conversion package to the same 
pump. The problem of falling wa- 
ter levels never obsoletes the Blue 
Streak. There is only one moving 
part, a one piece impeller, precision 
machined and balanced, securely 
mounted on a stainless steel motor 
shaft, eliminating whip and vibra- 
tion, thereby reducing the bearing 
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load. A new and improved self- 
aligning shaft seal which out-per- 
forms all other sealing methods. 
No adjustment is ever necessary. 
Write Climax Engine and Pump 
Mfg. Co., Dept. AL, Clinton, Iowa. 


Roost-No-More 


A newly discovered substance 
called Roost-No-More laid along 
ledges, ridges, sign tops and other 
favored roosting and nesting spots 
is proving to be the country’s 
victory weapon in the war on pi- 
geons, starlings and other feather- 
ed pests. Roost-No-More is easily 
applied with a standard caulking 





gun. It doesn’t wash off in rains: 
and lasts about a year. Since pi- 
geons rarely return to a place once 
shunned, the one year is often 
enough. Department stores, schools, 
churches, state capitols, hospitals, 
city halls, barns, and entire busi- 
ness districts have been rid of pi- 
geons through use of Roost-No- 
More. Large industrial structures 
use it successfully to oust pigeons 
and starlings from interior rafters. 
Roost-No-More is humane and 
harmless to birds. For folder giv- 
ing application details write Na- 
tional Bird Control Laboratories, 
Dept. AL, 1085 W. Lake St., Chi- 
cago 7, Ill. 





Know what you’re getting... 


. CRA 





When you see the CRA grade mark, you can be SURE the Redwood that bears it 
will give top on-the-job performance—every time. That's because grade-marked, 


trade-marked, Certified Dry Redwood has been uniformly graded, milled and 


seasoned to exacting standards. It’s just good business to feature the best—CRA 


Redwood-the Redwood you can be sure of—the Redwood processed by the repu- 


table member firms of the CALIFORNIA REDWOOD ASSOCIATION 


COASTAL PLYWOOD & TIMBER CO. * HAMMOND LUMBER CO. ¢ HOLMES EUREKA LUMBER CO. 
ARCATA REDWOOD CO. * UNION LUMBER CO. ¢ SIMPSON LOGGING CO. ¢ THE PACIFIC LUMBER CO. 
WILLITS REDWOOD PRODUCTS CO. « NORTHERN REDWOOD LUMBER CO. * ROCKPORT REDWOOD CO. 
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TOPS FOR 


Dealers everywhere 

have found they can recom- 

mend with confidence—and 
sell with profit—Keystone Metal 
Insect Screening! Has the uni- 
formity and qualities that make 
it easy to handle and install either 
in today’s big replacement mar- 


ket or new work. Outstanding eye | 


appeal, combined with strength 
and durability are extra pluses. 
A full range of meshes, gauges 
and finishes in Galvanized 
Steel Wire Screening, Bronze 
and Clad Aluminum. Send 
today for details and 

prices. 
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NAMES IN THE NEWS 
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__ FipERGLAS_ 


rae | PEVENTS Flame 


Passers-by Checked Words: "Fiberglas Does Not Burn 


This display captured the attention 
of thousands in Toledo during the 
city’s observance of Fire Prevention 
Week. The unique “flame-unit” (left) 
invited passers-by to convince them- 
selves that Fiberglas does not burn. 
When a person touched a designated 
spot on the window, an electric cur- 
rent was generated. This current 
caused the devil painted on the unit’s 
backing to spout flame. The flame en- 
veloped the Fiberglas fabric inside the 
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unit’s glass case, with no ill effects 
suffered by the fabric and demon- 
strating the non-combustibility of 
Fiberglas products. The rest of the 
exhibit showed other Fiberglas 
products which are non-combustible. 
Owens-Corning prepared and installed 
the display, in cooperation with the 
Fire Prevention Committee of the To- 
ledo Chamber of Commerce, sponsor 
of Fire Prevention Week activities in 
the city. 





Giant Hachmeister 
Promotion Program 


Hachmeister-Inc. of Pittsburgh, 
manufacturer of Hako Asphalt Tile 
Flooring and Coronet Plastic Wall 
Tile has just announced a new, giant 
promotion program. The setting for 
the announcement was a _ three-day 
meeting of Hachmeister district man- 
agers from all over the nation at 
the celebrated Bedford (Pa.) Springs 
Hotel. 

Production facilities have been 
greatly expanded with asphalt tile 
shipments being made now from three 
plants at Newburgh, N. Y., Joliet, 
Ill., and Long Beach, Calif. There- 
fore, the promotion program is de- 
signed to give Hako dealers and 
distributors the sales tools to expand 
their markets. Leading off the eam- 
paign are colorful ads in five con- 
sumer publications, primarily in the 
“shelter group”, with all local pro- 
motion and literature tied in to make 
a concerted drive for greater con- 
sumer acceptance. Entirely new point 
of sales material and literature has 
been prepared with great stress on 
providing instructions for the grow- 
ing “install-it-yourself” market. While 
a good portion of the program is 
aimed at the residential and consumer 
field, special promotion has been de- 
veloped for such specialized fields as 


hotels, institutions, large builders and 
architects. 

One unique feature of the new 
program is a comprehensive “inquiry 
handling system” that give “hot” 
live leads to distributors and dealers 
within a few days after they are 
received from prospects all over the 
country. A new aggressiveness coupl- 
ed with a higher degree of coopera- 
tion with and assistance to dealers 
and distributors is the keynote. Write 
Hachmeister-Inc., Pittsburgh 13, Pa. 


Chemical Vapor Drying 
of Wood Inspected 


More than 500 sawmill operators 
and lumbermen of five Pacific North- 
west states were invited this fall to 
attend a meeting of the Forest Prod- 
ucts Research Society in Sandpoint, 
Idaho. 

On the first day, morning sessions 
were devoted to four papers on utili- 
zation of wood waste and research 
problems. In the afternoon, many of 
the guests made a tour of the Dover 
planing mill of Pack River Lumber 
Co. and inspected the experiments in 
chemical vapor drying of wood be- 
ing carried on in the company’s 
research laboratory there by D. L 
Haynes, chemical engineer. 
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Plywood, Inc. of Detroit The most complete publication 

from Cleveland west. 

mills and two Michigan hardwood and Plastering Accessories 
turing and distributing plants we 
previously had, and establish a re- an 


Atlas Plywood Corporation of Bos- P r ° ‘ 
ton, announced it has acquired con- of its kind in the industry! 
trol of Plywood, Inc. of Detroit 
through purchase of stock most of 
which came from a group of majority 
stockholders. Elmore I. MacPhie, i 
president, stated purpose of purchase 
was to provide steady flow of Atlas 
Hardwood Panels both Gum and Birch 
and Atias Flush Doors through the 
16 warehouses now operated by Ply- 

Mr. MacPhie said, “These ware- 
mills give us increased distribution 
liable and continuous outlet on both 


Atlas Plywood Acquires 

wood, Inc. located in large centers METAL LATH 
houses plus their four west coast fir 

for the output of the 50 manufac- 

hard and soft wood for both Plywood, 





: Inc. and Atlas Plywood Corporation. a 
Frank W. Harney, vice-president of Every Building Supply Dealer, 
A Atlas Panel and Door Division will 3 
also serve as executive manager of Every Builder and Contractor 
Plywood, Inc. representing Atlas’ in- . 
terests in Plywood, Inc. These 22 should have a copy—and use if. 


new outlets supplement rather than 
duplicate our present 50. They in- 
crease our ability to take care of our We'll gladly mail your FREE copy on request. 
customers on complete line of hard 
and soft wood panels, Atlas Flush 


t, Doors, Container Grade Plywood, . 
. Plywood Packing Cases ed Fp sg PENN METAL COMPANY, | TNten 











of It also puts us in better position to General Sales Offices: 205 East 42nd Street, New York 17, N. Y. 
he take care of government requirements District Sales Offices 

aS which are expected to be very heavy Boston . New York . Philadelphia . Chicago . Detroit . — Indianapolis 
le. in both hard and soft wood panels, Seattle . los Angeles . Son Franixo . Dallas . Parkersburg, W. Vo 
ed flush doors, trailers for housing gov- Fectory: Porkershute, 1. Ve 

he ernment employes, and in plywood 

'0- containers.” 

or 

in 





“s A Carnival Spirit 
at the Hardware Show 


A big feature at the National 
Hardware Show at the Grand Central 
Palace in New York (October 8-12) 
was the spectacular Yale & Towne 
locks and hardware “carnival” which 
rs kept the 30,000 hardware retailers 














“A entertained while they saw _ the 

j dramatic exhibit of Yale locks and 

. hardware in current production. 

it, The Yale carnival display was 
manned by members of the company’s 

te eastern sales force that included 

h those shown above in costumes of the 

7. 1890’s: left to right, Charles E. Ken- 

0 nedy and Arthur L. Segerdell, metro- 

er politan New York sales representa- 

er tives; John Schuster, Philadelphia : 

in sales representative; Kenneth Lan- ee | 

| bed ula VE ob and wed Co., Lancaster 4, P 

aro . Toop an illar ‘ 

L. emp, metropolitan New York sales 0., anta wd 4, = 
representatives. | 
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NEW PLYWOOD sales and distribution unit at 764 Vandalia St., St. Paul, Minn. 
The 125-by-160-foot structure represents the 33rd such unit for United States 


Plywood Corporation. 


Larger Warehouse for U. S. Plywood in St. Paul 


A new and larger warehouse has 
been opened by United States Ply- 
wood Corporation in St. Paul, Minn., 
it was announced by S. W. Antoville, 
vice-president. The manager is B. W. 
Thayer. The new warehouse replaces 
a smaller unit, which has served this 
area for the past two years. 


Containing 20,000 square feet of 
storage space, the new unit has ample 





sales, showroom, shipping and admin- 
istrative facilities. Its sales area is 
dominated by a unique, five-sided lazy 
Susan desk, measuring eight-feet. 
This rotating inventory-holder can 
accommodate five men with phone, 
desk and drawer space. The visitors’ 
lobby is decorated with hard wood 
paneling, featured Plankweld and 
Weldtex. Most desk tops are made of 
green linen Westinghouse Micarta. 


Corning Glass Center — Outstanding Building 


Aerial view of the Corning (N. Y.) 
Glass Center showing the new treat- 
ment of photosensitive glass on the 
right of the building and tremendous 
Fiberglas curtain in the plate glass 
section to the left. The entire building 
was plastered throughout with light- 
weight Permalite plaster aggregates. 
An interesting sidelight to the plaster- 
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ing of this joh was that it was han- 
dled. throughott ‘during freezing 
weather. Permalite. aggregate cannot 
freeze, being a completely uniform 
and dry product, so plastering con- 
tinuéd without any delay normally en- 
countered due to cold weather. The 
plaster was applied over both ma- 
sonry and metal lath. 





Rockwell Changes Name 


of Subsidiary 


The name of the Ohlen-Bishop 
Manufacturing Company, Columbus 
Ohio, a subsidiary of Rockwell Mann. 
facturing Company, Pittsburgh, has 
been changed to Rockwell Tools, Ine. 
Ohlen-Bishop, purchased by Rockwel] 
in May of this year, has been organ. 
ized since 1852, and is one of the five 
largest saw manufacturers. 

The new name will both closely 
identify the firm as a member of the 
Rockwell group and describe the 
character of its business. The com. 
pany manufactures a complete line 
of mill and factory woodworking 
saws and saw blades consisting of 
circular, band, gang and _ crosscut 
types. They also make a trade line 
for carpenters, plumbers, electricians 
and butchers, plus a complete line for 
the home workshop. 


Third Generation Carney Opens 
Wholesale Lumber Business 
The third gen- ' “= 





eration of the 
Carney family 
engaged in the 
lumber business 
since 1870, is now 
ready to serve 
the trade. He is 


William J. Car- 
ney who recently 
announced the 
establishment of 
the W. J. Carney 
Timber Company with offices at 111 
W. Washington St., Chicago. The 
business will supply lumber, plywood 
and wood products on a_ wholesale 
basis. 

The original William James Carney 
entered the lumber business in 1870 
in the employ of W. J. Frawley & Co. 
Later he was associated with the 
Mackinaw Lumber Company, Carney 
Brothers, and McElwee & Carney. In 
1892 he helped organize the Edward 
Hines Lumber Co., with which he re- 
mained as a director until his death 
in 1927. His son, William Roy Car- 
ney, father of the present William J. 
Carney, has carried on the extensive 
business enterprises. 

The present William J. Carney has 
had a spectacular career since grad- 
uating from Princeton in 1941 at the 
age of 21. He entered the army im- 
mediately and worked his way up to 
lieutenant-colonel in the artillery of 
the Third Armored Division fighting 
with it under the command of General 
J. Lawton Collins all the way from 
Normandy to Berlin. 

Immediately following the war, he 
worked first as a management engi- 
neer for Stevenson, Jordan and Har- 
rison; later followed family tradition 
into the lumber business as _ sales 
manager of the industrial fabrication 
division of the Edward Hines Lumber 
Co. While with Hines he spent con- 
siderable time in widely scattered 
timber and lumber-producing areas of 
the country rounding out his knowl- 
edge of the industry. 

The W. J. Carney Timber Com- 
pany will sell in carload lots to inde- 
pendent retail lumber yards, rail- 
roads, packers, steel companies, wood 
processors, and industry in general; 
specializing in all species of western 
soft woods and southern hard woods. 


W. J. Carney 
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HOSPITALS * INDUSTRIAL * COMMERCIAL 
RESIDENTIAL * CONSTRUCTION ... 


SCHOOLS 


Get the MOST for 
Your Building $$’s 


ONLY PULLMAN 


7 SASH BALANCES 
GIVE YOU ALL THESE FEATURES 


1. PERFECT BALANCE.. 


balanced. 


2. EFFORTLESS ACTION . 


windows raise easily. 


3. LOW COST, EASY INSTALLATION .. . use 
regular pre-fabricated windows . . . a minimum of 
on-the-job carpentry work. 


4. LIFETIME GUARANTEE ... 
guaranteed against imperfect 
workmanship or materials for 
the lifetime of the building in 
which they are installed. 


WRITE FOR “— TURE 


MANUFACTURING CORPORATIC 


ROCHESTER 21, .N. Y., hg ‘Se. 





. window weight absolutely 


-. no weight to lift... 
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See for Yourself.- 
Make the Hammer = 
Test ey 


Drive Screw Nails 


Flooring — Pallets 
Masonry — Etc. 
Hardened or Regular Steel—All Sizes 


Drives Like Any Ordinary Nail 
Turns and Holds Like a Screw 


Write — Free — Samples 
and Price List 














NAIL & WIRE FABRICATORS, INC. 
1311 Nostrand Ave., Brooklyn 26, N. Y. 








NORTHERN 
WHITE PINE 


NORWAY 






RAINY LAKE LUMBER CO. Ltd. 


Seies Oce 
2020 Chicege Title & Trust Bidg.. CHICAGO 2, ILL. 


Selling the Prodects of J. A. Methiew, Ltd. Reiny Leke, Ont. 
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, ELECTRIC 
HAND SAW 


ZEPHYR Model 625 






The Saw with All the Features 


Depth of cut, 2%” 

Adjustable for depth and angle 
of cut 

Adjustable ripping fence 
Telescoping safety guard 
Weight, aprox. 10 lbs. 





Carrying Case protects 
saw and cord. Extra 
blades carried in base. 





Saw Tables bench and 
floor models convert 
saw to tilting-arbor 
table saw. 


Ly 


Ask your distributor today, or write for 
attractive dealer proposition with merchan- 
dising helps. 


PORTABLA ELECTRIC TOOLS, INC. 


335 West 83rd Street, rr 20, ut 


In Tale om YolatielaiiM. cena 
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Nineteen lumber and building ma- 
terials dealers from widely scattered 
markets east of the Rocky Mountains, 
met in New York, September 24 and 
25 with officials of Johns-Manville 
Corporation to discuss plans for a new 
training-school program which will 
be undertaken by Johns-Manville for 
its dealers’ personnel. The dealers 
present were unanimous in recogniz- 
ing the need for such training in 
preparation for the advent of a buy- 
er’s market. They placed particular 
emphasis on the importance of a bet- 
ter knowledge of the benefits of the 
building products they sell and the 
proper application of these products. 
There was also a keen interest on the 
part of the group in estimating, sales 
training, and a better understanding 
of the dealers’ advertising problems 


Dealer Conference Approves Plan For New J-M Training Schools 


2 


~ 





and techniques. 

As a result of the recommendation 
from the dealers who attended the 
conference, Johns-Manville announced 
the first of a series of three-week 
Graduate Training Schools for junior 
executives of Johns-Manville dealers. 
It commenced October 29 in the audi- 
torium of the Johns-Manville Re- 
search Center, Manville, N. J. 

Estimating is one of the vitally 
important subjects to be covered at 
the schools. This part of the course 
will be under the supervision of Her- 
bert F. Lotz of Johns-Manville’s staff. 
Mr. Lotz is well known to many lum- 
ber and building supply dealers for 
his estimating courses at the training 
schools conducted during recent years 
under the sponsorship of regional 
lumber dealer associations. 





Zonolite Fall Roundup Kicks Off Sales Program 


Officials and 
representatives 
from coast to 
coast are shown 
at annual sales 
meeting of Zono- 
lite Company, 
Chicago, pro- 
ducer of vermicu- 
lite. Fall sales 
and promotion 
campaign was in- 
augurated with 





get-together, called Fall Roundup. Plans for billboard program, first of its kind 
in the building supply industry, were outlined. 





New Builders Hardware Club Forms 


The _ Builders 
Hardware Club 
of Northern Cali- 
fornia held its 
first meeting Au- 
gust 14 with an 
attendance of 158 
members. It was 
founded the 
month before at 
a joint meeting 
between the Bay 
Area chapters of 
the Architectural Hardware Consul- 
tants. and National Contract Hard- 
ware Association in San Francisco. 
Purpose of the club is to promote 
good fellowship among its members, 
together with a sound educational 
plan and ethical trade practices. Of- 
ficers are as follows (left to right): 
F. E. Hay, Hager Hinge Co., treas- 


November 3, 1951, AMERICAN LUMBERMAN & 





urer; Charles S. Smith, district mgr. 
of The Stanley Works in San Fran- 
cisco, president; James R. Bair, Bair’s 
Hardware, San Mateo, Calif., secre- 
tary; Vern Garehime, Garehime & 
Boone, vice president; Frank Norman, 
F. G. Norman & Sons, sergeant-at- 
arms. 
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Get business on Best of % e R Vi C E 


WAPLE FLOORING |} ge "4 


for the BIGGER JOBS! 





For churches, schools, gymnasiums, offices, stores, 
factories — our 1’ inch, second and third grade 
Northern Michigan Rock Maple Flooring provides 
just what these jobs demand—tightness, smooth- 
ness, beauty, non-slivering durability—and easy, 
low cost maintenance. Get this business by sell- 
ing HORNER flooring—tops for 60 years! Write 
or wire your specifications—or telephone Hough- 
ton (Michigan) 852 for immediate information! 


HORNER FLOORING COMPANY | 


215 Maple Ave. Dollar Bay, Mich. 





P. O. BOX 707, MEDFORD, OREGON 
the oldest Phone: Central Point, Oregon 1091 
rarme im Exclusive Sales Agents for 


Southern Oregon Planing Mill Co., Inc. 
Jackson Creek Lumber Company, Inc. 


Hardwood Flooring Reputable Sales Representatives Throughout the Nation 


H. G. Dowson A. W. Lingaas 








Rogue Lumber Sales Co. 
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MAXAW 6 


With more and more 
of your customers 
doing their own home 
repairs and remodel- 
ing, this saw will soon 
pay for itself when 
you make it avail- 
able for rent. 





Better yet—they 
bring additional 





| 
| 
PROFIT... 


aT Orieenting _— 4 4 profit in increased 
~ « al i 4 . 

NG Y AR 6 mm = dee. ath sales of lumber, plywood and supplies. 

ST L : thru 2” dressed lumber Continuing sales, too, because a customer 

N Dd w7 Be ae creo _ that completes one job with power tools 

a Weighs only ten pounds. won't stop there—he'll be back for more. 
a= Pie es ‘ ; It's the outstanding buy of 
SSE Bei : the field. Will make every 


: Fred W. Wappat saws are safe, reli- 
cut, straight or bevel on th 4 
quaregetues building job. able and trouble-free. You can buy them 


5 692° and rent them, with confidence. 
ONLY ° 


CATT RAUL ae” POWERFUL 
Cummins - Chicago Corp. ELECTRIC SAWS 
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HILL-BEHAN 


LUMBER CoO. 


6515 Page Avenue 5601 Elston Avenue 


ST. LOUIS 14, MISSOURI . CHICAGO 30, ILLINOIS 
Okimer lili ROdney 3-4168 © Teletype CG-1464 
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Higher Resistance 


These photographs were taken at ~ 


Underwriters’ Laboratories during of- 
ficial ceiling tests of Certain-teed’s 
Firestop Bestwall, a new gypsum wall- 
board with unexpanded vermiculite 
and incombustible fibers in the gyp- 
sum core. Under heat, the vermiculite 
expands, offsetting normal shrinkage 
of the gypsum, and with the incom- 
bustible fibers extends the life of the 
board as a fire barrier. Underwriters’ 
Laboratories have rated Firestop Best- 
wall for ceilings and walls as one-hour 
fire resistant in single layer applica- 
tions of %-inch thickness, as 45-min- 
ute resistant in 14-inch thickness and 
as 30-minute resistant in %-inch 
thickness. 

In the tests, with Firestop Bestwall 
over wood studs or joists, the tempera- 
ture, which followed a standard time 





temperature curve set by the Ameri- 
ean Society for Testing Materials, 
rises very rapidly to reach 1,700 de- 
grees Fahrenheit in an hour. The pic- 
ture at upper left taken inside the 
furnace. shows the ceiling before the 
test. In the ceiling tests, the floor 
carries a load of 70 pounds per square 
foot as pictured at upper right. The 
lower left picture shows the charred 
joists at the end of the test period 
after the fire had been extinguished, 
but with the 70-pound load still on 
the floor above. The lower right pic- 
ture shows the floor after the test 
period with the load and a portion of 
the finished flooring removed, reveal- 
ing the building paper between the fin- 
ished and sub floorings scorched in a 
few places. Certain-teed Products Cor- 
poration, Ardmore, Pa., subscribes to 
Underwriters’ Laboratories Re-Exam- 
ination Service. 





New Westinghouse Displays 
Spotlight Frost-Free 


Three new refrigerator displays— 
two for use in dealer stores; the third 
for booking by the factory at large 
fairs and exhibits—are now available 
to its dealers by the Westinghouse 
Electric Appliance Division. 

One display, tied-in closely with 
the company’s fall campaign theme 
of “user proof” of Frost-Free, shows 
a postman dumping thousands of 
letters onto a pile. Copy panels on 
the animated and lighted display point 
out the automatic defrosting story and 
proof by user test. A vion sign, for 
attaching to the outer door, adds the 
explanation: “Owners everywhere 
enthused about Westinghouse Frost- 
Free.” 

The display is a result of the multi- 
tude of letters that weekly reach the 
Westinghouse appliance division from 
women who take the time to write 
their joy at being relieved of the 
disagreeable job of defrosting their 
refrigerator. ‘ 

Another display is a new refrig- 
erator display center available to 
dealers only by arrangement with 
their distributor and Westinghouse 
district sales promotion manager. 
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Ideal for dealer stores with large 
windows, the display is 90 inches wide, 
107 inches high and 25 inches deep. 
On the left is an edge-lighted piece 
of clear plastic that tells concisely the 
Frost-Free story. At the right, the 
dealer displays an actual Frost-Free 
refrigerator. 

The third display, available only for 
large fairs and exhibits, shows in 
animation the operation of the 
patented Frost-Free system. Lights 
appear to illuminate the operational 
sequence of Frost-Free as it goes 
through the defrosting cycle. 


Plastering Slide Film 


To equip every individual in the 
lath and plaster industry with more 
facts to help him sell the merits of 
plastering is the main objective of a 
new full-color slide ‘presentation re- 
cently completed and released by 
United States Gypsum Company. The 
presentation, “What’s New: in Plas- 
tering,” strongly encourages co-op- 
eration on the part of all factors of 
the lath and plaster industry, point- 
ing out that only through teamwork 
can a continued demand and brighter 
future for plastering be assured. 

Though plastering is more than 


5,000 years old, the presentation ex- 
plains, it undergoes almost yearly 
improvement through development 
and research. Using 57 _ slides 
“What’s New in Plastering” high. 
lights U.S.G.’s role in holding and ex. 
tending the demand for plastering, 
It shows many products and systems 
for lathers and plasterers recently 
developed in the company’s lath and 
plaster research laboratory, said to be 
the world’s largest. To obtain infor. 
mation on the presentation, write 
United States Gypsum Company, 300 
W. Adams St., Chicago 6, III. 


Two New Directors of 
the Upson Company 


Election of two new directors of 
The Upson Company of Lockport, 
N. Y., world’s largest manufacturer 
of laminated wood fibre panels for 
walls and ceilings, has been an- 
nounced by President W. H. Upson 


_ Jr. The new members of the board 


of directors are: William R. Kenan 
Jr., president and a director of the 
Florida East Coast Hotel Company 
and president of the Western Block 
Company, Lockport, and Stephen Van 
Rensselaer, assistant vice-president 
4 the first National Bank, New York 
ity. 

Mr. Kenan also is president and a 
director of the Peninsular & Oc- 
cidental Steamship Company and a 
director of the Florida Power and 
Light Company. He is sponsor of 
Camp Kenan, a_ nationally-known 
camp for boys on Lake Ontario and 
was the donor of the University of 
North Carolina’s athletic stadium. A 
native of Wilmington, N. C., Mr. 
Kenan operates Randleigh Farms, 
Lockport, which is widely known for 
its prize herd of Jersey cows and re- 
search on the nutritional value = of 
milk. 

Mr. Van Rensselaer became asso- 
ciated with the First National Bank 
after being graduated in 1928 from 
Harvard College. He served in the 
European Theater for three years 
during World War II and held the 
rank of captain in the U. S. Army 
Air Corps. 


Ruberoid Celebration Pays 
Tribute to ''Twenty-Fivers" 


Employes of all plants and offices 
of The Ruberoid Co. observed the 
company’s 65th anniversary October 
19 by paying special tribute to those 
who have been with the company for 
many years. 

The occasion was marked by the 
placing on bulletin boards in all Rub- 
eroid plants and offices of an honor 
roll of 324 employes who are mem- 
bers of the “Twenty-Fiver Club,” 
composed of employes having contin- 
uous service records of 25 years or 
more. Among those on the honor roll 
are the following three men who have 
service records of more than 50 years: 
Peter H. Fischer, connected with the 
company’s plant at Erie, Pa., 52 
years; Ted S. Wilcox, Chicago offices, 
and Frederick Goble, South Bound 
Brook, N. J., plant, 51 years each. 

In eight of the company’s 12 plants 
where there are “Twenty-Fivers”, an- 
niversary dinners were given in their 
honor. 

In connection with the anniversary 
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1s For the small shop, mill or lumber yard that desires to keep equip- ) 
y ment costs to the lowest practical minimum, the BUSS No. 208 is ] 
d the perfect answer! It will handle everything within its 20" x 8" 
Ye capacity with speed and accuracy. It has a heavy cast iron base, 
r- sectional infeed-roll, sectional 
e chipbreaker, 4 driven rolls, built-in 
10 knife grinding-jointing attachment, 
fully enclosed motors and many — 
other desirable features. Available 
in various feed rates, Write for 
details. 
t, j 
rT ' 
: | % Gift of ary | 
- oe ae iS The BUSS line 
n 
d d Lifetime aa contains the ideal 
n HANDMADE WOOD INLAY PICTURES planer for every pro- 
ie Here is a natural for Christmas giving — Beautiful single and double 
y — Different — Permanent. Hand-crafted from un- cabinet surfacers in 
k usual native and foreign woods, these masterpieces various capacities and 
n are available in more than 28 scenes to beautify — No. =~ vanes 
. any setting. All are reasonably priced. sa peltetias = 
See for yourself. Just send your name and address request. 
a on a penny postcard for your FREE copy of the 
Mi illustrated “WOOD INLAY PICTURES” brochure. PLANER 
' SPECIALISTS 
; AETNA PLYWOOD & VENEER CO. BUSS 
of 1732 N. Elston Ave., Chicago 22, Ill. 
: Telephone ARmitage 6-7100 MACHINE WORKS 
f 238 EIGHTH $T., HOLLAND, 
A 
r. i 
S, ae | 
: | AEE \\ aiy% | 
2~ N P 
- | {te HURTSBOR Z 
en 
: LUMBER COMPANY | p! Z 
: MANUFACTURERS \ \e Z 
; Short Leaf Pine NS py ZY 
. pans RED CEDAR Ze 
Hardwood Lumber CLOSET ae 
ee Boards Our Specialty @ Solid White Ash Paneling _ 
ATTENTION WE MAKE POPLAR BEVEL SIDING @ Solid Red Cypress Paneling 
‘ AND RESAW PINE AND HARDWOOD e@ Solid Philippine Mahogany Paneling 
e PHONE 148 e Kiln Dried Yellow Pine Shed Stock re 
ni All Aromatic Red Cedar Closet Lining is 





bundled and packaged, paper wrapped in 
kraft paper and securely taped. 40 board 
feet per bundle. 

All paneling is bundled and packaged, 
paper wrapped and securely taped 10 
pieces to each bundle. 

Kiln dried Yellow Pine Shed Stock is SPIB 
grademarked. We specialize in flooring, 
prices on request. Write us for full informa- 
tion. 


| | : diel 
Geass), The HURTSHOML 



















Manufacturers of 

5 HIGH GRADE END MATCHED 
3, 

d 


LLLLLLLLALLLLLL LAN 


“It’s Quality that Counts” 
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| Gof PLONE 
OAK FLOORING 


; Moulding Pine Finish @ We are in a position to Ship Oak 
‘s Flooring and Air Dried Yellow Pine Boards 
r in the Same. Car 


Plant at HURTSBORO, ALABAMA + Phone 129 








Robert 0. Foerster Lumber Co., Inc. 


P.O... Box. 6012 Jacksonville, Florida 
Phone 2-3642 
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SASH 
ADJUSTER 


Open Storm Windows 
with One Hand 
- to Any Desired Degree 


Holds sash firmly in strong winds, 
either open or closed .. . locks se- 
curely . . . remains silent for its 
lifetime. Strong angle formed arms 
are of zinc plated steel, bakelite 
washers. Includes right and left 
arm pull and screws. 


Display Models for Dealers 


dis Ask your Jobber 


BRASS WORKS, INC. 





250 FIFTH STREET | 
ST. PAUL 1, MINNESOTA | 








SPACKLING COMPOUND 


FOR REPAIRING 
HAIR-LINE CRACKS, HOLES 
IN PLASTERED SURFACES 
For pre-painting preparation—the 
smooth way to ‘‘crack-proof"’ plaster 
walls, seal open joints and cracks in 
woodwork, fill nail and screw holes, 
smooth rough wallboard, cover checks 
and knots in wood. Can be sand- 
papered to velvet finish. Will not shrink 
or fall out. Available in 1, 5 Ib. cans; 
100 Ib. drums; 300 Ib. drums. 


Order from your wholesaler. 


CONSUMERS GLUE CO. 


1S1S N. HADLEY ST $T. LOUIS 6, MO 
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observance, an illustrated folder, en- 
titled “Ruberoid Adventure Story”, 
was distributed to all employes. The 
folder shows, in pictures, how Rub- 
eroid’s output has grown since 1886 
from a single product, an asphalt 
paint, to a widely diversified line of 
asphalt and asbestos building and in- 
sulating materials used today in al- 
most every phase of American life. 
In a foreword by Herbert Abraham, 
president, it is pointed out that the 
story of Ruberoid, like that of nearly 
every successful American industry, 
is, in a very real sense, an adventure 
story—a story of the American pio- 
neering spirit in industry winning its 
way from small beginnings to large 
accomplishments. 


COMPANIES ANNOUNCE 


The Gibson-Homans Company, 
Cleveland, Ohio, manufacturers of 
roof coatings, caulkings, paints and 
other water-sealing products, an- 
nounces the recent appointment of 
two new salesmen, Edward O. Sinisi, 
and Mark C. LaGrange. Mr. Sinisi 
was sales manager for the midwest 
branch of the A. C. Horn Company, 
Inc., Long Island City, N. Y., where 
for 14 years he was in building main- 
tenance and waterproofing. Mr. La- 
Grange, a graduate of Ohio State 
University and a Senior Grade Lieu- 
tenant in the United States Naval 
Reserve, worked for Minnesota Min- 
ing as a sales representative in the 
Automotive Division and was in busi- 
ness for himself as manufacturer’s 
representative for the DeGreen Sales 
and Service Company, Cleveland, Ohio. 


R. W. Louden, farm line manager of 
The Louden Machinery Company, 
Fairfield, Iowa, manufacturers for 84 
years of farm equipment for barns, 
announces the appointment of J. H. 
Coyle as acting assistant farm line 
manager. Mr. Coyle succeeds W. T. 
Stewart, assistant farm line manager, 
resigned. Mr. Coyle joined the Louden 
organization in 1947 and has been a 
sales supervisor and distributor repre- 
sentative in the midwest and southern 
territories. 


Frederck J. Vogt, president of 
Knape & Vogt Manufacturing Com- 
pany, Grand Rapids, Mich., announced 
the appointment of Herman J. Brink 
to the position of sales manager. Mr. 
Brink, who assumed his new duties 
October 1, joined Knape & Vogt in 
1929, and has been handling sales in 
the midwest and southwest territories 
of the company’s K-Venience clothes 
closet and kitchen fixtures, as well as 
its builders hardware line. Mr. Vogt 
also announced the appointment of J. 
J. Dekker as advertising manager 
and assistant sales manager. Mr. 
Dekker, who joined Knape & Vogt 
in 1936, formerly handled sales in 
New York, Pennsylvania, Ohio and 
Michigan, and since 1946 has been in 
the home office working in advertis- 
ing and sales. 


James B. Wiseman is now assistant 
to president of E. L. Bruce Co. His 
promotion was announced by com- 
pany president, E. L. Bruce, Jr. Mr. 
Wiseman has been with Bruce since 
1938. For the past five years he has 
been manager of the Industrial Rela- 





tions Division. He has been a mem- 


ber of the executive committee, wood 
products section, of the National 
Safety Council since 1947. Home 
offices of E. L. Bruce Co. have been 
located in Memphis since 1922. Other 
plants are at Nashville, Tenn.; Little 
Rock, Ark.; Cairo, Ill.; Bruce, Misgs,- 
Columbus, Miss.; Laurel, Miss. and 
Boligee, Ala. 


Roy Salaman has been appointed 
director of advertising and sales pro- 
motion for Sargent & Company, New 
Haven, Conn. He has been advertis. 
ing manager of Sargent’s for the past 
five years, and before that covered 
several territories in the midwest as 
Sargent representative. His new du- 
ties, besides directing the overall ad- 
vertising and sales promotion plans 
and policies, will place him more 
closely in touch with field activities, 
the direction of special promotions 
and merchandising work, and with 
sales training. Theodore E. Orban, 
formerly art director and assistant to 
the advertising manager, has been 
appointed advertising manager. He 
will have charge of national and 
trade advertising, sales promotion 
displays, and packaging. 





DEALERS FIGHT TO 
KEEP SALES VOLUME UP 


(continued from page 110) 





down generally (California by 
only 1%), many dealers indi- 
cated that their sales to date 
for 1951 are still above a year 
ago. August sales were 5.8% 
above July of this year on a 
national average. 


Inventories are 11% ahead of 
a year ago, reports from deal- 
ers show. An estimated 6.1% of 
this increase can be attributed 
to increased prices during this 
period. Inventories are less than 
last April when a similar sur- 
vey showed retail lumber dealer 


inventories 21% higher than 
the same time in 1950. 
Competition remains very 


keen. Some 60% of the report- 
ing dealers said they are having 
to sell some items at less than 
a normal price to hold their 
business. 

“It seems to me,” comments 
Norm, “that this further ver!- 
fies the fact that sales are less 
than dealers had expected them 
to be and inventories, while not 
large, are ample. In conditions 
such as these it is normal for 
dealers to try to maintain vol- 
ume through price concessions.” 

Only 13% of the dealers re- 
ported MORE than a normal 
number of housing starts. How- 
ever, 41% of the dealers said 
that new houses were selling 
rapidly (earlier this year, Fed- 
eral Reserve Board figures 
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Manufacturers of Quality Southern Pine and Hardwoods MILLS 


Our customers tell us Anthony Brothers’ ber and our years of experience, you are 


2 inghill L .... Springhill, i 
stock is of matchless quality. Because of assured of getting top quality lumber. Let tore “pad Ce Springhill evelene 


DO ONIN 8 acc aenecreseeee L&AKCS 


our three mills cutting over 40,000,000 feet us prove it... Try a@ car. 
annually, equipped with the latest ma- Write, wire or telephone for latest Urbana Lumber Ee Urbana, Arkansas 
chinery, an excellent supply of good tim- quotations. eR ee (8 Mo. Pac. R.R. 


Anthony-Williams Lbr. Co....Calion, Arkansas 
CO TEE Sieswiees<cuseeeet CRI&P R.R. 


p,.O.BOX 86 URBANA. ARKANSAS 
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A WILSON for All these operations 


@ Cross Cutting 
@ Compound Mitering 
@ Ripping 


@ Rabbeting 
@ Ploughing 
@ Dadoing 


@ Shaping 
@ Fluting 
And Many More 











2, 3, 5 and 7'/2 HP 
Models Available 
Manufactured by 


MEDIA MACHINE WORKS, 
INC. 


MEDIA, PENNSYLVANIA, U.S.A. 
Established 1922 
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PONDEROSA PINE 


High Altitude, Soft Textured Growth 


TRADE MARK 





Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE CALIFORNIA 





REGISTERED 











| SAVES LUMBER | 














SAVES STEPS AND TIME 





The "TOWER" One-Man 
Two-saw Trimmer 


Simple, easy to operate. Saves freight by 
removing waste and at the same time raises 
the grade of the lumber. Makes it worth 
more per M. Designed for mills cutting up 
to 30,000 ft. in ten hours. Thousands in use 
everywhere. 





Built in Nine Sizes from 16 to 32 ft. 











Available with Babbit, Ball or Roller Bearings. 
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NATIONALLY ADVERTISED 


Brown's SUPERCEDAR is nation- 
ally advertised in House and 
Garden, House Beautiful 
and Small Homes Guide. 
Cedar closets help sell | 
homes—help rent 
apartments 













ALL WIDTHS 
40’ TO PKG. 


PACKAGED { 
SEALED 


Brown's sealed pack- 
age protects the aroma 
and makes it easy to stock 

and sell at a good profit. 
Ready for use—dressed, tongue 
and grooved and end matched. 
Write for builders folder and 
consumer booklet. 


Product of 


GEO. C. BROWN & CO., Inc. 














GREENSBORO, N. C. Established 1896 


Largest Manufacturers of 


Aromatic Red Cedar in the world 
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Get your share of the remodeling market! 
Builders and home owners alike find EZ-WAY 
Folding Stairways the practical way to con- 
vert waste space into attractive dens, play- 
rooms, bedrooms and storerooms . . . the 

rfect answer to more room for living! 

Z-WAY Folding Stairways come completely 
assembled, jamb included, panel attached for 
easy installation. 





WRITE FOR NAME OF NEAREST DISTRIBUTOR! 


EZ-WAY SALES, Inc. 


BOK 100, OePpT.c ST. PAUL PARK, MINNESOTA 
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showed that 114 old houses 
were being sold for every new 
one). 

Accounts receivable have not 
declined as much as the volume 
of business has. While volume 
dropped 13.9%, receivables 
dropped but 4.6%, an indication 
that dealers are trying to re- 
build their volume by extending 
longer credit terms. 

-Mortgage money, which has 
loosened since the survey was 
issued, will be an important 
factor in keeping the home 
building market up. Some 67% 
of the dealers felt that credit 
controls were seriously retard- 
ing housing. Dealers reported 
money available for conven- 
tional loans in most cases, but 
no funds for FHA or VA loans. 

Tight labor supply is facing 
the construction market. Some 
86% of the dealers said they 
were already up against a tight 
labor supply and were paying 
ceiling wages to their employes. 

Further curtailment of build- 
ing through government alloca- 
tion of vital materials is ex- 
pected, Norm Mason believes, 
pointing to trends indicated by 
Federal agencies. DPA is plan- 
ning on about a 15% reduction 
in residential building in 1952; 
a 50% cut in commercial build- 
ing; a 20% drop in educational 
building and a 15% decline in 
farm building—all markets 
served by the retail lumber 
dealer. 

“The Administration,” says 
Norm, “is making a frantic at- 
tempt to make CMP work. Few 
permits were issued for either 
commercial or industrial con- 
struction during the fourth 
quarter of 1951. From rather 
reliable sources I get rumors 
that construction is likely to be 
hampered further by controls. 
The Control program may gen- 
erate the shortages which we’ve 
not had up to now.” 


Answers to WHAT'S YOUR 
Answer? 
Stop! Read Questions on Page 128 
1—When he sells kitchens. Page 
96. 
2—Minnesota Mining & Manufac- 
turing Co. Page 25. 
3—The Celotex Corp. Page 130. 
4—K-Veniences. Knape & Vogt 
Manufacturing Co. Page 38. 
5—The Wooster Brush Co. 
134. 
6—Country Gentleman. Page 55. 
7—Write down the highlights of a 
personal experience you have had 


Page 


with this product. Page 125. 


8—Cummins-Chicago Corp. Page 
143. 


9—Kant-Slip Continuous 
Page 83. 


10—13.9%. See Page 110. 
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CUSTOM-DESIGNED KITCHENS 
MEAN MORE SALES AND PROFITS 


(continued from page 97) 
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CONSIDINE and Kenneth Barnes 
pose in the latter’s new kitchen. 


everything fits perfectly and is 
expertly built. It means I’m 
really selling a quality kitchen. 

“Of course,” Ralph goes on, 
“your store displays, your ad- 
vertising, your follow-through 
to make sure a customer is 
happy—all those things build 
sales too.” 

When you sit by and listen to 
Ralph Considine tell how to sell 
kitchens, it becomes a _ fas- 
cinating story. And knowing 
your business thoroughly, the 
way Ralph does, pays off. His 
average sale runs close to $1,- 
200. And as Ralph points out, 
this business is non-competitive 
because it is sold on the twin 
points of quality and service. 





NEW GAINS IN 
HOUSING RESEARCH 


(continued from page 114) 





tion, distribution, and erection 
of such components will receive 
close attention. Two demonstra- 
tion houses will be built using 
this design principle and tech- 
nique and the performance and 
acceptability of such houses 
will be subject to observation. 

No matter how practical and 


’ realistic these research studies 


are, the great difficulty has al- 
ways been the problem of get- 
ting new developments widely 
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SINCE 1893 ae saan SOURCE FOR 
an te Y, OTT... Southern Pine 
ae Southern Hardwoods 


uv | West Coast 
Woods 


, Dealers—it will pay you to investigate the top quality 
if al lumber products and service offered by W. T. Fergu- 
wit son Lbr. Co. You can’t beat Ferguson for value, 








MISS} AAIGA "|S CAR ™*~* 


Call, Wire or Write Ferguson today for your lumber 


oy ad "i f of fneeds. 


W. T. FERGUSON tumeser co. 


St. Louis, Missouri Phone — Chestnut 8646 


THE MEADOW RIVER 
LUMBER CO. 


Manufacturers of 


West Virginia Hardwoods 


Rainelle, W. Va. 























Facilities to Serve You 


DRY KILNS—20 Tracks of Latest Moore De- 
sign. Capacity 1 million feet per 
charge. 


DRY SHEDS—Ample Storage Adjacent to Car- 
line Means Dry Lumber for you. 


DRY LOADING DOCK—-Can Load 19 Cars 


Under Roof. Assures you quick 
Shipment Regardless of Weather. 






THERE IS NEVER A LET DOWN 
IN OUR QUALITY- 
PRECISION MANUFACTURE 


TTR One 


MITH 


Lember Compenay 


ton 


ANDERSON, @ CALIF. 


Mills at Anderson & Canby, California 
Sales Office: Anderson, California 











ELIMINATE SPLIT SIDING 
By Using Kokomo Korners 










Corners for bevel wood siding 
made of aluminum—can't rust, rot 
or deteriorate. So constructed as 
to eliminate splitting of siding. 
Two small nails are furnished with 
each corner and holes provided to 
fasten bottom by nailing through 
base of corner into lower edge of 
siding board. Top nails are con- 
cealed by next course of siding. 
Available for 6", 8" and 10" 
siding. 


. 


BUGHER MANUFACTURING CO. 
211 South Main Street, Kokomo, Ind. 


D. M. McCuintock LUMBER Co. 


Terminal Sales Building, 
PORTLAND 5, OREGON 
Telephone: Atwater 9355 









Douglas Fir @ Red Cedar 
Sitka Spruce & Hemlock Lumber 
Shingles 


Exclusive Mill Agents 





















Mount Vernon Brand is unex- 
celled for quality — precision 
manufactured from select South- 
ern Hardwood stock in our own 
modern flooring plant. 


OAK 
* 


BEECH 
e 


PECAN 












Also kiln dried 
hardwoods. Mod- 
ern kiln ot and 
planing mill facili- 
ties. 


eve oer 


FLOORING — 
Mobile River Saw Mill Co., inc. 


MT. VERNON, ALABAMA 
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accepted by builders, approved 
by code officials and financing 
agencies, and in use in the field 
where consumers can realize 
their benefits. 

In this respect Southwest 
Research Institute enjoys a 
two-fold advantage: through 
the Certified Quality House 
Program and its work with 
builders and architects nation- 
ally, it can stimulate use of new 
designs; at the same time it can 
tie in all the laboratory and 
drafting room developments to 
the practical problems of build- 
ers in the field. 

Scientific research has proved 
to be not only a profitable in- 
vestment but a basic require- 
ment for progress in every in- 
dustrial field to which it has 
been applied. Although housing 
is not yet receiving the full 
benefits of science and tech- 
nology, the current programs 
of the Building Research Ad- 
visory Board, the Structural 
Clay Products Research Foun- 
dation, the Housing and Home 
Finance Agency, and the Lum- 
ber Dealers’ Research Council 
all promise a brighter future 
for home builders and for home 
buyers. 





SELLING FROM THE SALES FLOOR 
(continued from page 120) 





high speed steel 
Also— 

saw screws 

wood scrapers 

razor blade scrapers 

cement jointers 

groovers 

mason line 

chalk boxes 

balls of chalk 

powdered chalk 

braces, several sizes 

block & jointer planes 

wrecking bars 

pipe cutters 

pipe dies 

die heads 

pliers 

bolt cutters 

pipe clamps 

I-bar clamps 

vises 

end nippers 

lead cutting tools 





HUSBAND-WIFE TEAM 
SELLS KITCHENS 


(continued from page 100) 





tomer bought a dishwasher, 
sink and garbage disposal unit. 
Two answers to an attic-fan ad 
resulted in sales of an insula- 


tion job and construction of 
garage apartment.” ; 
Sue Graham says the best re 
sults have come from classified 
ads with large type and em. 
phasizing 10% down payments 
on FHA remodel jobs. Both 
daily papers are used. A home 
magazine is sent to a list of 
1,000. 4 
All materials as well 
kitchen appliances, used in re 
modeling can be seen in use in) 
the display room. The com. 
pany will suggest competent# 
contractors, architects, paint 
ers and masons. and will subs 
contract plumbing and electri-7 
cal work. - 
One of the services advertised? 
that has resulted in remodeling® 
business is the rental of floor 
sanders and polishers. 
An advantage of having a7 
home economist and a complete™ 
working kitchen was discovered 
when the Crabtree Lumber 
Company decided to provide a 
buffet supper for its sales staff 
every Wednesday evening. Mrs. 
Graham and some of the other) 
girls in the company prepare 
the supper, and the percentage 
of attendance has been practi-7 
cally 100%. 








FOR SALE 


Established Profitable 
SASH AND DOOR COMPANY 


Nearly 100,000 
floor space — on Railroad — 
Inquiries Invited 


FOR SALE 


in Central Illinois 
One Saw Mill & 80 Acre Farm with 100 H.P. 


Diesel Motor and Mill Planer. Approximately 
500,000 feet of Hardwood, Soft Maple and 
Cottonwood on yard. Options on Large Quan- 
tity of Standing Timber, also the following 
Equipment: 2 Cats, 2 Tractors, 3 Trucks, 2 
Trailers, 2—5th Wheel Trucks, 1 Boom Truck, 
2 Power Saws and other Miscellaneous Equip- 
ment. Price $90,000.00. 


Address Box S-20, American Lumberman, Inc. 


Central West Location. 
sq. ft. 





THE MILWAUKEE COMPANY 
207 East Michigan Street 


Milwaukee 2 Wisconsin 


MAKE MONEY! 


YOU CAN SAVE your ad- 
vertising dollars by using 
"Timber-r-r'' cartoons in your 
own newspaper ads. These 
cartoons were prepared 
especially for Lumber Yard 
advertising. Mats of 104 car- 
toons in both | and 2 column 
sizes now ready. Also 350 




















WEATHER FORECAST: 
2? ROOFS ON TIGHT 


SCREWTITE NAILS 
ON THE JOB 

No guesswork about roof- 
copy suggestions. Write to es ing with SCREWTITE 
LIL-AD FEATURES, ay ALUMINUM NAILS on 
RFD 3, Santa Ana, Calif. 5 the job. Screw shanks keep roofs in 
place in any weather -- neoprene 
washers keep roofs watertight! 


CUPPLES COMPANY, st. Louis 2 
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